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Rough Proofs 


The candy makers see a boom 
after 1948, a news story says. In 
the meantime, the sugar shortage 
is holding back both the confec- 
tioners and the makers of shoofly 
pie and apple pan dowdy. 


¥ FF F 


“When spring comes in Pitts- 
-burgh,” says the Pittsburgh Press, 
“people do something about it.” 

All, that is, except the Pirates. 
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The magazine publishers seem to 
be ’way ahead of the diplomats 
who are struggling so hard and 
ineffectually to make one world 
a reality. 
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After all the sales promotion 
the Commonwealth Edison Com- 
pany of Chicago did for the Diesel 
engine and generator set manu- 
facturers, the least the latter can 
do is offer to split the cost of those 
coal strike ads. 


r =. 


The Bureau of Advertising is 
hoping that the current small-space 
newspaper campaign for Regent 
cigarets proves successful, another 
straw in the winds that are blow- 
ing space and time salesmen every 
which way. 
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Lloyd W. Dunn, whose new LA 
agency has the Capitol Records 
account, was promotion manager 
for Electrical World just a few 
short years ago. Maybe that’s the 
short cut to becoming a live wire. 
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Owners of stocks and bonds and 
life insurance policies have formed 
an organization called the Tool 
Owners’ Union, but perhaps they 
selected that once appealing de- 
scriptive at exactly the wrong 
time. 
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The A. C. Nielsen Company says 
its NRI can exceed the “ideal’’ 
specified by CAB. Is that a case 
of gilding the lily or just making 
the perfect pluperfect? 
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“Many Uses Seen for Glowing 
Paint in Advertising.” Headline 
in ADVERTISING AGE. 

That ought to help the tired 
copywriters who find it a little 
harder to glow than it used to be. 
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Successful Farming is talking 
about bees editorially, Interna- 
tional Paper is promoting the bee- 
line for multicopy printing, and 
the McClatchy bees of California 
are still buzzing. 
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Sutra, the makers say, “is the 
sunburn preventative that really 
works.” 

And when you put extra syl- 
lables into words like preventive, 
you’re just working for the 
printers. 
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“Are you afraid of traveling 
salesmen?” asks a headline in a 
drug trade publication. 

Even the farmer’s daughters 
aren’t afraid of them any more. 


Copy Cus. 


Mer. F. 


The Memory Lingers On 


better this week than last, although he’s 
still a little queasy. He took a terrible 
beating from the coal strike and the nine- 
day Chicago power dimout, but this week 
he’s got three efficient print shops work- 
ing overtime to build him up to 96 pages. 
He hopes he can go back into retirement 
next week and stay there. 
all, Amen! 


P. Box is feeling considerably 


And say ye 


Federal Agencies 
Push Bill fo Aid 


Backward Areas . 


Market Data, Other 
Services Provided in 
$3,000,000 Measure 


Washington, May 15.—Economic 
reports on a vast scale enabling 
the federal government to provide 
forecasts on business conditions 
by lines of business for communi- 
ties throughout the country would 
be possible under the latest Con- 
gressional plan to assist backward 
areas. 

Designed particularly to help 
over-specialized areas, “war baby” 
industrial communities and those 
with depleted resources or out- 
moded industries, the plan would 
also provide state and local pro- 
motion groups with factual data 
for the nearly $9,000,000 of ad- 
vertising that government units 
are spending to woo new indus- 
tries and visitors (AA, April 29). 

Under the plan introduced by 
Sen. Josiah Bailey, chairman of 
the Senate commerce committee, 
the Departments of Commerce, 
Agriculture and Labor would op- 
erate a vast information machine 
to feed the economic planning of 
the backward areas and of the 
business men who are looking for 
new market and investment op- 
portunities. 


Secretaries Favor Service 


The three secretaries, Wallace, 
Schwellenback and Anderson, are 
already on record for this re- 
search service for the troubled 
states and communities. 

Under the sympathetic guidance 
of Sen. Pepper, the project awaits 

(Continued on Page 89) 


15 ways to start 


sales letters... .See 
‘Pay-Off, Page 83. 
Other features: 


Ad-libbing .......... 
Admen Coming Back .. 
Business Paper Figures . 


Chain Store Figures ............... 60 
Editorials ........... . 
Farm Paper Linage ................ 62 
Getting Personal ...... Teer TT 
Information for Advertisers ........ 12 
*. RSA esrscirce se 88 
Magazine Linage ..........-..0205: 64 
Se Sine eased asec ocaes 3 63 
Photographic Review .............. 95 
Err re 56 
TT CPERERT CT Te 1 
Voice of the Advertiser ............ 52 


Market Research 
Nears New Era, 


Elder Tells AMA 


Boston, May 16.—Market re- 
search is on the threshold of an 
era in which it will be one of the 
major management functions, 
Robert F. Elder, assistant to the 
president of Lever Bros. Company, 
told the American Marketing As- 
sociation at its meeting here to- 
day. 

Asserting that the maintenance 
of reasonably full employment 
provides the only possibility of 
preserving “the economic system 
we all believe in,’ Mr. Elder said 
that increases in living standards 
which will guarantee full em- 
ployment ‘‘can only be attained by 
the most vigorous and the most 
intelligent kind of selling and ad- 
vertising.”’ 

When present accumulated de- 
mand is reasonably met, competi- 
tion of an intensity never before 

(Continued on Page 92) 


Nine Sponsors Drop Shows 
in ‘Curtailment Wave’ 


Newsstand Slump 
Hits All Classes 
of Magazines 


Higher Return Rate, 
Dealer Resistance 
Confront Publishers 


New York, May 16.—Newsstand 
sales of most magazines, including 
some previously impervious lead- 
ers, have hit the first general 
slump experienced since the be- 
ginning of the war, leading pub- 
lishers and distributors have in- 
formed AA. 

Most industry sources describe 
the slump as “seasonal,” marking 
the first indication of a return to 
more ‘normal’ distribution. Some, 
however, forecast a more perma- 
nent slackening of demand. At 
all events, the transition period is 
creating plenty of problems. 

According to one _ publisher, 
“many of us stuck our necks out 
on the March and April issues 
with large print orders, and from 
present sales it looks as though 
we'll have to cut down, at least 


over the summer.” With more 
paper currently available, the 
newsstands have become more 


crowded, resulting in an increase 

of quick returns from dealers and 

publisher complaints to distribu- 
(Continued on Page 93) 


Last Minute News Flashes 


Lennen & Mitchell Advances Ray VirDen 

New York, May 17.—Ray VirDen, vice-president of Lennen & Mit- 
chell, Inc., supervising P. Lorillard Company and Tide Water Com- 
pany accounts, has been elected executive vice-president and general 


manager. 


Plans National Drive for Liquid “Woodee’ 

New York, May 17.—Windsor Wax Company, Hoboken, N. J., will 
introduce its liquid Woodee, which cleans as it waxes wood floors, in 
newspapers in the metropolitan New York area and subway posters 
in Queens County, N. Y., preparatory to national advertising and dis- 


tribution. 


Kiesewetter, Wetterau & Baker is the agency. 


Transair Promotes Air Cruise to Mexico 
New York, May 17.—Transair, Inc., through Buchanan & Co., next 


week will announce, in 450-line 


insertions in New York morning 


newspapers, a new weekly air cruise to Mexico City and return. The 
10-day trip, leaving Newark airport on a Friday evening, will cost 
$510 plus federal tax, and will include hotel reservation and sight- 
seeing trip around Mexico City and vicinity. 


Clapp’s Baby Foods Tests Premium Offer 
New York, May 17.—Clapp’s Baby Foods, division of American 
Home Foods, is conducting a test campaign in Philadelphia newspa- 


pers. 
ice box covers for opened cans. 


In two-column space, copy offers as a premium free baby food 
Young & Rubicam is the agency. 


Household Finance Switches Show to CBS 

Chicago, May 17.—Household Finance Corporation on June 27 will 
switch its “Phone Again Finnegan” half-hour comedy show with 
Stuart Erwin from NBC to CBS. Household, through Shaw-LeVally, 
has purchased the 10:30-11 p.m., EDT, Thursday spot from CBS for 


52 weeks (AA, March 25). 


Ivoryne Expands in Newspapers, Radio 

Clifton Heights, Pa., May 17.— Copy for Ivoryne gum, currently 
appearing in 15 newspapers, will be expanded to the Boston and New 
England markets next week. On June 16 Gum Laboratories, maker 
of Ivoryne, will sponsor a new 15-minute show on Mutual at 1:30 
p.m., EDT, Sundays. The network will include Yankee Network sta- 


tions for the first time. 


Makelim Associates, New York, is the agency. 


But Despite Shortages 
and Strikes, Major 
Media Expect Gains 


New York, May 16.—Cancella- 
tion of some of radio’s biggest- 
money and best-known shows by 
sponsors hit by strikes and mate- 
rial shortages is overshadowing 
the normal springtime scheduling 
of summer replacements or hiatus 
periods for 70-odd network fea- 
tures. The cutbacks in radio bud- 
gets have run into the millions of 
dollars. 

It is apparently a case with most 
of the canceling companies of 
pulling in their advertising horns 
until they actually have some 
products on the market to plug. 
“When conditions warrant,” as one 
manufacturer put it, the firms will 
be in the market for radio time 
again. Meanwhile, some valuable 
network spots are open for the 
first time since before the war. 


DuPont May Cancel 


General Foods, Westinghouse, 
Celanese and Chrysler are some 
of the big-spending advertisers 
dropping top-rung shows. Among 
others reported considering can- 
cellations is duPont, sponsor of 
NBC’s “Cavalcade of America.” 

Westinghouse Electric Corpora- 
tion will drop the John Charles 
Thomas Sunday afternoon show 
on NBC June 30. The cancella- 
tion is blamed on production ef- 
fects of the recently ended 115- 
day Westinghouse strike. About 
$1,300,000 yearly was spent on the 
program. 


GF Drops Two Shows 


General Foods Corporation is 
canceling the Dinah Shore show 
for Birds Eye on NBC May 30 
and “Adventures of the Thin Man” 
on CBS June 16. Status of GF’s 
“Hop Harrigan” on ABC 


is re- 
ported uncertain. Celanese Cor- 
poration is discarding ‘Great 


Moments in Music,” on CBS, cost- 
ing $1,500,000 annually for time 
and talent, June 25. Chrysler’s 
“Andre Kostelanetz Music,” a $10,- 


Light Plane Sales 
Aided as Farmers 
Form Flight Club 


Hutchinson, Kan., May 15.— 
More than 200 airplane - owning 
farmers from Kansas and adjacent 
areas will meet here May 24 to 
form the Flying Farmers’ Club of 
Kansas. Sponsored by the Kan- 
sas Farmer and the Hutchinson 
Chamber of Commerce, the meet- 
ing will be held at the Hutchinson 
Municipal Airport, built by the 
Navy at a cost of about $7,000,000. 

Every facility at the meet is 
free—free exhibition space for 
manufacturers of light planes and 
accessories, and free parking space 
for thousands of automobiles. Both 
Army and Navy air units are ex- 
pected to be represented. 

Considerable interest in the 
gathering has been shown by mid- 
western farmers, who are expected 
to form a strong market for light 
planes in the future. 
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000 weekly talent item on CBS, 
bows out May 30. 

Also on its way out, come 
autumn, is General Electric’s NBC 
“Hour of Charm.” GE’s contract 
runs out in September. Seven-Up 
Company is reported thinking of 
dropping the “Fresh Up” show on 
Mutual. 

General Motors is giving up the 
“NBC Symphony of the Air” in 
July, the Sweets Company of 
America is dropping ABC’s “Dick 
Tracy” as of June 8, and Armour 
& Co., sponsor of “Hedda Hopper’s 
Hollywood,” is canceling its ABC 
contract effective June 3, it is re- 
ported. 

Campana Sales says its “First 
Nighter’” show on CBS will return 
in the fall. The show’s Saturday 
night CBS spot has been taken 
over, however, by Bourjois, Inc.,’s 
Tony Martin show. 

Successive strikes—of auto 
workers, electrical workers, coal 
miners and others—along with 
OPA price regulations and short- 
ages of materials, are held re- 
sponsible for the advertising re- 
trenchment measures. 


With General Foods, for ex- 
ample, it is a case of “trimming 


trend will continue upward this 
summer. He pointed out that “the 


ship,” Charles G. Mortimer, vice-|war’s over, people are reconvert- 
president in charge of advertising, |ing, and they are finding out what 


told AA, because of “reduced op- 
|erating profits” resulting from the 
| Squeeze between price ceilings and 
|costs, and because of shortages of 
|raw materials such as sugar and 
‘grain. “We're pulling in our 
ihorns,’ Mr. Mortimer said, ex- 
|plaining that while the company 
actually will spend about as much 
for advertising this year as it did 
last, the “somewhat more hopeful 
attitude” held some months ago 
for business expansion has been 
|dissipated by developments. “We 
would run with the ball if we had 
a chance,” Mr. Mortimer said, “but 
so far we haven’t been given the 
chance.” 


Kobak, Hitz Unworried 


The rash of cancellations did not 
find Edgar Kobak, president of 
Mutual, especially pessimistic 
about immediate prospects. ““We’re 
40% over last year for the first 
four months of this year,’ he 
said, adding that he “hoped” the 


‘they get for their money. That’s 


a healthy sign.” Mutual, Mr. Ko- 
bak reiterated, is fighting for 
lower costs in the radio advertis- 
ing field. 

“We naturally hate to see this 
setback,” said Edward R. Hitz, 
assistant to the vice-president in 
charge of NBC’s network sales 
department, “but we see no cause 
for alarm. We don’t feel it is 
serious and we think it is only a 
temporary setback.” He said there 
is “plenty of evidence” that other 
advertisers will take up the slack 
caused by the cancellations. The 
advertisers who have found it 
necessary to cancel their shows 
“have indicated to us,” Mr. Hitz 
added, “that they will be back 
very shortly looking for time on 
the air again.” 

Fred M. Thrower Jr., ABC vice- 
president in charge of general 
sales, reports that, while actual 
billings for the first four months 

(Continued on Page 90) 


Brother, Are YOU 
Losing Coverage! 


@ If you are trying to blanket the nation, and overlooking the 
rich Indianapolis market . . . you’re losing indispensable 
coverage! 

In Indianapolis, the highest per capita income city of over 
100,000 in the East North Central States, maximum coverage 
calls for The Indianapolis News . . . the most influential news- 
paper in the Hoosier capital and the surrounding 33 counties. 

Got time for a couple of figures? In 1945 the Indianapolis 
News ranked FIFTH in Total Advertising and SEVENTH 
in General Advertising among the “First Fifty’? week-day 
evening papers.* That’s important to YOU when you make 


up a national schedule. In Indianapolis it’s the News first! 
*Media Records 


THE INDIANAPOLIS 


—In Daily Circulation 


NEW YORK 17—Dan A. Carroll, 110 E. 42nd St. 


CHICAGO 11—J. E. Lutz, Tribune Tower 
INDIANAPOLIS 6—Jos. F Breeze, Advertising Dir. 


—In Advertising 


—In the Hearts of Hoosierdom 


THE GREAT HOOSIER DAILY ALONE DOES THE NEWSPAPER JOB 


Chicago Stores’ 
Dimout Record: 


1-3 Over ‘45 Sale 


Chicago, May 16.—This me- 
tropolis pulled out of its unpre- 
cedented dimout crisis this week 
almost without a hitch. All re- 
strictions on electricity use are off, 
except these on display and sign 
lighting. Hundreds of thousands 
of office and factory workers have 
gone back to their jobs. Printers 
are busy catching up on deadlines, 
promising to pull publications up 
to or near schedules. 

Nothing quite like the 10-day 
dimout hit Chicago during the 
whole war period. That, along 
with the rail embargo, seemed to 
point to disaster. But nothing of 
the sort developed. 

The extent of the damage may 
well be reflected in the seventh 
district Federal Reserve Board fig- 
ures on department store sales for 
last week. These show that Chi- 
cago sales last week were no less 
| than 33% ahead of sales this time 
a year ago. They dropped only 
5% from two weeks ago. This 
compares with department store 
sales gains of 50% in Detroit and 
Milwaukee, compared with a year 
ago, and gains of 12% in those 
cities over the week ending May 4. 


Agencies Scout Rumors 


Curiously, the seventh district 
‘report shows that Indianapolis, 
which did not suffer from a seri- 
ous dimout, as Chicago did, 
chalked up a 16% gain over the 
|corresponding week of 1945, or 
‘less than Chicago’s gain. 
| Rumors gained circulation here 
‘that a number of large advertisers 
had decided to curtail their cam- 
|paigns because of the coal short- 
'age, embargo and other troubles. 
Agency men here, however, claim 
|that their accounts have not been 
‘changed and that they managed 
through last week to operate de- 
spite trouble in getting plates out. 
| On the other hand, L. E. Meyer, 
‘ad manager of International Cel- 
‘lucotton, told AA that “we have 
‘canceled a few ads scheduled in 
June, July and August magazines, 
and have suspended some news- 
|paper advertising for the summer 


‘months. We are prepared to go 
‘further, depending on develop- 
‘ments. If the coal strike is re- 


' sumed or the rail strike material- 
/izes, we may be forced to revise 
/all advertising plans for the dura- 
\tion of the emergency.” 

Owens - Illinois Glass Company, 
Toledo, is holding up distribution 
and advertising of a “no deposit 
beer bottle” until the strike situa- 
tion and the material shortage 
clear up. 

Although Life and Time for May 
20 have dropped 50-odd ads and 
10 pages, respectively, other pub- 
lications printed here apparently 
will make out well unless the coal 
strike resumes or the rail strike 
comes off. 

Esquire, Inc., now reports that 
since normal working schedules 
have been resumed, the Father’s 
Day issue of Esquire will be on 
the stands June 7 according to 
schedule, with the exception of a 
few thousand copies in smaller 
cities. Pathfinder, small town 
news weekly, which came out in 
eight-page format last week, will 
again appear in abbreviated, ad- 
less size this week, but most ads 
can be picked up in June. 


Video Station Off Air 


Radio stations here were forced 
to revise show formats to elimi- 
nate audience participation, but 
continued on the air. Only Station 
WBKB, Balaban & Katz television 
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editions. They were able to con- 
tinue full operations where some 
papers elsewhere—the Pittsburgh 
Press, and Hartford Courant and 
New London Day in Connecticut, 
for example—had to curtail serv- 
ices when unable to get paper 
from mills checked by the coal 
shortage. 

The effect last week apparently 
was not as harmful as it was spec- 
tacular. The effect of the pro- 
longed coal strike over a period of 
time, on the other hand, undoubt- 
edly will cut more seriously into 
sales. Chicago radio set makers, 
producing a third of the industry 
total volume, have been particu- 
larly hard hit. Production here 
and elsewhere will be retarded for 
weeks yet, the Radio Manufactur- 
ers Association reports. 


Waltham Ups 1946 
Budget: Campaign 
Starts Next Month 


New York, May 16.—Waltham 
Watch Company, which in its fiscal 
year 1944-45 spent only about 
$150,000, has increased its 1946 
advertising budget to $550,000. 
First ad to break will be a four- 
color spread in the June 1 Saturday 
Evening Post. Other four - color 
page ads will run in succeeding 
issues of American Magazine, Col- 
lier’s, Esquire, Liberty, Look and 
Seventeen. 

Newspaper mats, to be spon- 
sored locally, are being distributed 
to dealers along with car cards and 
other promotional material. Deal- 
ers have promised, said an ex- 
ecutive of Waltham, to spend 
“hundreds of thousands of dollars” 
advertising Waltham watches over 
the jewelers’ names. 

Every ad scheduled to run will 
promote jewelers in general, with 
the sentence “As with all precious 
gifts, let your jeweler be your 
trusted adviser.” Radio spots are 
on the tentative agenda, pending 
conclusion of negotiations for 
time. 


Foote Denies Split 
with Cone, Belding 


New York, May 16.— Emerson 
Foote, president of Foote, Cone & 
Belding, told AA today that re- 
ports published in radio trade pa- 
pers that he was splitting with the 
agency and taking with him the 
American Tobacco account, were 
“irresponsible gossip and nonsen- 
sical, with no grain of truth in 
them.” 

One report said that “so far, 
we’ve been unable to get any con- 
firmation from Emerson Foote— 
but someone or other remarked 
that where there’s smoke there’s 
fire.” 


@ Please help avoid the 
hoarding or waste of 


THE MARTIN CANTINE COMPANY 


station, left the air during the 
power shortage. 
Newspapers here published full 


SAUGERTIES, N.Y. — 
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GIVES ITS IMPRESSIONS 
"@ stitutiona 


Market 


Be ADVERTISING agency 
executive whose picture appears at the right is Albert 
W. Humm, Vice President and Manager of the Utility 
and Home Appliance Division of Hixson-O'Donnell 
Advertising, Inc., of New York. With his background 
of thirty years devoted to the promotion of institu- 
tional equipment and supplies, Mr. Humm is widely 


recognized as an authority on the institutional market. 


"With its vast purchasing power approximating that 
of ten million American families," says Mr. Humm, 
"the institutional market is gigantic in scope and one 
which must be given top consideration for every client 
whose products include food service equipment, food 
supplies, maintenance materials or any of the many 


other items so vital to successful institutional operation. 


"To meet present day conditions and survive and 
thrive in the highly competitive peace time market 
most institutions are faced with the necessity of re- 
modeling, refurnishing and re-equipping; some on a 
minor basis, many on a broad scale. To save labor, to 
increase efficiency of operation, to expand feeding 
and housing facilities, these improvements are impera- 
tive. We find that institutions generally are fully con- 
scious of this vital need and a great majority have 
already taken definite steps in this direction. We 
understand that many more will follow suit just as soon 


as the necessary materials and ample manpower are 
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available for the purpose. Thus, a market that has tre- 
mendous possibilities in a normal period gives promise 


of reaching unlimited size under today's conditions. 


"In our considered opinion the institutional field 
offers manufacturers one of the largest and livest 
markets available to them today. It is a market of 
special importance to manufacturers who desire big 
volume sales through the big volume consumer... a 
remarkably responsive market that can be reached in 
its entirety on a lower cost basis than any field we 


know of." 


Because of his long and close association with this 
field, Mr. Humm's impressions of the institutional mar- 
ket are of vital significance to manufacturers of all 


types of institutional equipment and supplies, and to 


‘+ Records Analyzed 


of Food | Gov 


Albert W. Humm, Vice President and Manager of the Utility and Home Appliance Division 
of Hixson-O’Donnell Advertising, Inc., New York Advertising Agency. 


the advertising agencies responsible for their market- 


ing programs. 


The field which Mr. Humm describes as "gigantic in 
scope" is a ten billion dollar market served, in all its 
phases, only through INSTITUTIONS Magazine. The 
only publication devoted to the common interests of 
all types of institutions .. . 
ing all related divisions of the institutional field . . . 
INSTITUTIONS Magazine offers manufacturers their 
most direct, most effective, most economical approach 
to this ten billion dollar market. For details write to 
INSTITUTIONS Magazine, 1900 Prairie Ave., Chicago 


16, Illinois, or 


the only publication reach- 


Consult Your Advertising Agency 


Your BIG Market of BIG. Consumers 


a ; t itutions 
} : Unusual Decoratin ng | Jmonager ‘ “Quilined | fo or re re Each month INSTITUTIONS Magazine reaches the following big consumers 
| Early Production Seen | Ett Achieved pan Seory. TR : which make up the Institutional Market: 
e. fer Service oe de | seer es @ HOTELS @ INDUSTRIAL CAFETERIAS 
“a @ HOSPITALS @ COLLEGES 
oe @ SCHOOLS @ RAILWAY SYSTEMS 


"CONSULT ‘YOUR 


@ RESTAURANTS 
@ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 
@ YMCA's and YWCA's @ OTHER INSTITUTIONS 


As mass feeding and mass 
continued, the circulation which has been devote 
diverted to those types of ins 
manufacturers as reconversion anaes 


@ STEAMSHIP LINES 


+s connected with the war effort are dis- 
prog d to this coverage is being 


titutions which will have growing significance to 
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Hooper Outlines 
‘National’ Rating 
Plan to Members 


New York, May 16—C. E. 
Hooper outlined his radio pro- 
gram rating service’s “projectable” 
ratings plan at a subscribers’ con- 
ference here today and announced 
he is reviving plans to set up a 
Hooperatings advisory council on 
audience measurement standards 
because “it appears” the Coopera- 
tive Analysis of Broadcasting’s 
three-man committee’s recom- 
mendation that such a body be 
created will not be accepted in 
the near future. 

Such a council was privately 
discussed some time ago with in- 
dustry leaders, who were enthu- 
siastic about it, Mr. Hooper said, 
but “When we learned that this 
industry-born group might be 


forthcoming, we shelved our own | 


|plan.” He said that “men who 
‘combine knowledge of radio and 
'appreciation of the technical prob- 
‘lems of audience measurement 
with responsibility for budgets 
spent buying both radio audiences 
|and measurements of them” will 
|be consulted, and subscribers “will 
‘receive reports of our delibera- 
tions.” 

Mr. Hooper endorsed the CAB 
committee’s recommendations on 
the launching of nationally pro- 
jectable ratings, but said he 
“would take issue with the choice 
of ‘ideal ratings’ as properly de- 
scriptive in this connection inas- 
much as our 32-city Hooperatings 
will continue to serve much more 
ideally as comparisons of program 
popularity. The proposed ratings 
will perform a different, not a 
| Substitute function.” 
| 


Uses ‘Diary Technique’ 

The Hooper plan for achieving 
|projectable or national ratings in- 
|volves a “diary technique” calling 
for the placing of listener log- 
;books in 7,500 set-owning homes 


throughout the country. Rewarded 
with premiums for keeping a tally 
on their tuning, the _ selected 
listeners would mail in their 
“diaries” each week for’ the 
Hooper tabulation. From _ these 
diaries, Hooper would take area, 
sectional and national “readings.” 

Pointing out that he already has 
issued two reports based on the 
projection concept, Mr. Hooper 
described his proposed diary tech- 
nique as “one immediately adapt- 
able” method of obtaining ‘pro- 
jectable” ratings. He emphasized, 
however, that standards must be 
established which are acceptable 
to all three branches of the in- 
dustry—advertiser, agency and 
broadcaster—before national rat- 
ings can serve the desired pur- 
pose. “An industry group with 
authority should make the rules,” 
he asserted, ‘“‘and there had better 
be plenty of careful thought.” 

By a vote of 68 to 22, members 
of the Cooperative Analysis of 
Broadcasting, it was announced 
after an earlier meeting, decided 
to continue and expand the CAB 


program rating service. The mi- 
nority sought to limit CAB activi- 
ties to standard setting and ex- 
perimental research. The 90 votes 
cast represented slightly more than 
half of CAB’s total membership 
of 173. 

Advertisers favored the rating 
service 30 to four; agencies, 24 to 
10, and radio station and miscel- 
laneous members, 14 to three. But 
all five network members were 
opposed. The Columbia, National 
and Mutual networks are expected 
to follow the recent example of 
American Broadcasting Company 
in resigning from CAB. 


To Arrange Financing 


The members authorized the 
board of governors to arrange for 
financing the operation pending 
study of program audience meas- 
urement problems, particularly by 
a joint committee of the Associa- 
tion of National Advertisers, 
American Association of Advertis- 
ing Agencies and National As- 
sociation of Broadcasters. 

If the governors are unaxle to 


WHEN you set up a scientific system for repairmen to restore 
motor vehicles to perfect running condition, you have a selling point 
that prospects can't refuse ... 


For when repairmen can give cars, trucks and buses everything they 
need — and only what they need — the result is better satisfied 
customers . . . and increased sales of replacement parts, garage 
equipment and tools .. . 


Sales are increased all the way up the line — dealers, distributors 


and manufacturers. 


How repairmen can do all this, what tools they need, and how to 
use them is told in a new series of twelve monthly articles and wall 


charts entitled FIX IT RIGHT. 


Starting with the May, 1946 issues, these articles and charts will be 
published in THE AMERICAN AUTOMOBILE (Overseas Edition) 
and EL AUTOMOVIL AMERICANO which are read by a waiting 


audience in the automotive industry abroad... 


And when you tell your export sales story to the people who read 
these magazines — to our waiting audience — you tell it to those 
who actually buy automotive equipment and who influence the pur- 
chases made by others. 


e Detroit 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 
New York e Philadelphia e Boston e Cleveland e Chicago 
Atlanta @ San Francisco @ Los Angeles © Washington @ Buenos Aires ® 


Mexico City 


aye (t 
Advertising Age, May 20, 1946 | 


accomplish the financing for «an 
interim period, a resolution said, 
they are authorized to suspend the 
rating service temporarily and/to 
take what steps they consider 
necessary for the best interest of 
the membership. 


Continue Until November 


The resolution provided that the 
rating service be continued “on an 
economical but comparable basis 
until Nov. 1, 1946” and that financ- 
ing be arranged “by methods 
which are equitable and accept- 
able to each individual member.” 

The interim period is “to enable 
a task force to be appointed by the 
NAB, Four A’s and ANA to out- 
line the steps, determine the costs, 
and specify the type of organiza- 
tion necessary to attain the ob- 
jectives set forth in the CAB spe- 
cial committee report.” This re- 
port was made recently by Robert 
Elder, Thomas d’A. Brophy and 
Edgar Kobak. 


NRI COST VARIES 


Chicago, May 15.—Net cost of 
Nielsen Radio Index service to an 
advertiser now ranges from $8,000 
to $52,000 a year, A. C. Nielsen 
Company pointed out this week in 
connection with its offer to pro- 
vide the radio industry with the 
“Ideal Radio Research Service.” 

The plan to provide a radio re- 
search service which would sur- 
pass the “ideal” specified by the 
CAB committee was set forth last 
week in a 36-page brochure, “How 
You Can Get the Ideal Radio Re- 
search Service” (AA, May 13). In 
reporting a minimum NRI cost 
of $20,000 currently, AA used the 
gross figures and did not include 
discounts. 

The charge to advertising agen- 
cies is but a fraction of the cost 
to advertisers, since it starts with 
a minimum of $3,000 a year and 
moves upward, although at a low 
rate, as additional clients are 
served. 


Walker Reelected 


President Truman has nominated 
Commissioner Paul Walker, one of 
FCC’s liberals, for a second seven- 
year term. A former utilities com- 
missioner in Oklahoma, Commis- 
sioner Walker, together with 
Commissioner Clifford Durr, has 
demanded curbs on station sale 
prices and over-commercialization 
of radio. 


McGraw-Hill Boosts 


Sturm and Bond 


H. C. Sturm, district manager of 
Business Week, published by Mc- 
Graw-Hill Publishing Company, 
New York, has been named adver- 
tising manager, succeeding Nelson 
Bond, who has been appointed di- 
rector of advertising of McGraw- 
Hill, effective June 1. 


AIRLINES 


THE FARES! 


Argentina... Iraq... China... Canada 
... Mexico... Saudi Arabia... Trinidad 
... Sumatra... Brazil... Venezuela . 
Burma ... Germany... Kuwait... New 
Guinea . . . Roumania . . . Colombia ... 
Egypt ... New Zealand... Iran... India 
. . . Hungary ... The Philippines ... 
Czechoslovakia . . . Borneo . . . Turkestan 
- « « Formosa ... Austria ... Chili... 
Yugoslavia ... Italy... Haiti... Holland 
-..dJava... Peru... Sakhalin Island... 
Bolivia . 
. .. only a part of the global oil map that 
is covered by oil engineers and executives, 
yet enough to illustrate that they are the 
“travelingest’’ group of men in business. 

he International Feature issues of The 
OIL WEEKLY are a natural for airlines 
seeking this day-in and day-out travel 
business, 


The OIL WEEKLY 
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HAVE THE TIMETABLES .. . 
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«Modern Industry 


Stalf, Researched Pictorial Stahl, -Wnitten 


r the best in industrial journalism 


ith ample format fo 


eeeeeeee "ee" 
eee ee ee a eee ee eee . OSS I 
ee 


MARKETING BETTER PRODUCTS AT LOWER COST 
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FOR ALL MANAGEMENT MEN CONCERNED WITH MAKING AND 
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(rot and 
mildew) can be stopped. A new sales appeal 
can be added to many products as most thickly 
populated U.S. areas have fungi-inviting condi- 
tions. See picture-story, map (MI 5/15/46 p. 34). 


Debate in print “No woman should get less than a man for equal work,” says 
Senator Claude Pepper. Dr. Claudius T. Murchison, president of the Cotton 
Textile Institute, opposes the bill for equal-pay and replies, “Your bill is sugar- 
coated without, sawdust within.” Know both sides of the issue: “Should industry 
favor the ‘equal-pay’ law?” (MI 5/15/46 p. 128.) 


Men and their methods Flax straw, once a despised by-prod- 
uct, is raw material for Ecusta mills, largest U. S. producer of 
cigarette paper. Planted deep in the North Carolina forest six 
years ago, this now gigantic mill represents the pay-off of a man- 
agement drive to use the best techniques in research, layout, 
wages, safety, quality control as lifting jacks for boosting 
productivity. See: “He hoists productivity and everybody 
profits” (MI 5/15/46 p. 67). 
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Activator You find Modern Industry where management men 


~ « 


Lower costs Holding everything oiler needs, this cart cuts out extra 


from plant. This little house will reach the buyer com- 
pletely equipped with bathroom; three beds; dresser; 
chest; vanity; two mirrors; kitchen and bathroom cabinets; 
icebox; gas range; hot-water heater. See: “Prefabs mean 
market shifts,” (MI 5/15/46 p. 105). 


trips~saves money. Faulty lubrication runs into millions of dollars 
each year in lost production time, late deliveries, employee accidents, 
high insurance rates, and damaged materials. Modern Industry 
Check-Charts cover each of the “5 steps to better lubrication” (see 
story-in-pictures), and call for answers from all management levels 
for proper lowering of costs. (MI 5/15/46 p. 38.) 


work—at their plants, offices, homes and en route. Its pictorial 
journalism gives them comprehensive understanding—fast. Staff- 
written articles present all the facts, triple-checked before pub- 
lication—induce readers to take profitable action, promptly. Ad- 
vertisers, too, can put more facts in pictures—with a 40%, larger- 
than-usual page size. 


Reaches More Plants... 


Modern Industry covers more than 
31,500 manufacturing plants. These 
plants produce approximately 89% of 
America’s manu- 
factured products. 
This is greater 
plant coverage 
than that of any 
other magazine 
specifically serv- 
ing the American 
manufacturing in- 
dustries. 


Edited to,Buying 


Influences... 
Modern Industry delivers more man- 
agement men (at all levels) —in more 
plants—than any other magazine spe- 


cifically serving 
the U.S.manufac- 
turing industries. 
Deliversmorethan 
50,000 manage- 
ment men—from 
presidents to gen- 
eral foremen— 
who influence in- 
dustry’s buying. 


MANAGEMENT MEN 
AT ALL LEVELS 


Covers ALL 
Manufacturing Industries 


Modern Industry — with the highest 

net paid U.S. circulation of any maga- 

zine specifically serving manufactur- 
ers—provides full 
coverage of the 
top plants... and 
really blankets all 
the manufactur- 
ing industries as 
defined by the 
16th U. S. Census 
of 1939-1940. 
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What you want te read 


Tear sheet of any of these articles from the 
May 15 issue sent on request. 


CL) Product enemy No. 1 

Rot and mildew ruin products. Now 
there are war-born new developments 
to lick this widespread, costly scourge. 


Complete report on union and company 
security, pay, seniority, health plans, 
output rates... and what's in store for 
collective-bargaining contracts. 


[] Down to cases on wage-price policy 
WSB rules on pay increases and prices 
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O 


Modern Industry published by MAGAZINES OF INDUSTRY, INC. 347 Madison Ave., N. Y. 17 ADVERTISING OFFICES: NEW YORK 17: 347 MADISON AVENUE 
CHICAGO 6: 20 N. WACKER DRIVE » CLEVELAND 14: 513 UNION COMMERCE BLDG. » PHILADELPHIA 2: 2208S. 16TH ST. » SAN FRANCISCO 4: 68 POST ST. 
ATLANTA 3: 1722 RHODES-HAVERTY BLDG. LOS ANGELES 14: 403 W. 8TH ST. 


for goods affect every U.S. factory. This 
4 analysis cuts the red tape. . 
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New trends in labor clauses i 
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Philip Morris 
First with Ads 
Aiter Price Boost 


New York, May 15. — Philip| 


Morris & Co. this week unleashed 
a new campaign in newspapers, 
the first such drive since cigaret 
manufacturers were awarded a 
recent 26 cents per thousand in- 
crease by OPA. 

Breaking in 492 newspapers in 
400 cities, in space ranging from 
600 to 1,500 lines, Philip Morris’ 
copy was sharply competitive. 
“Philip Morris must taste better,” 
the headline said, and copy 
crackled “They are better because 
in Philip Morris no such irritation 
spoils the tasty flavor, as in the 


other top-demand cigarets!”” Maga- 


|zine promotion may be increased 
later. 
;account. 


The Biow Company has the 


Ad Budget Increase Slow 


The long-promised expansion of 
cigaret advertising, which was pre- 
viously understood to hinge on 
OPA’s granting the price increase, 
failed to materialize. American 
Tobacco Company was not pre- 
pared to expand promotion, ex- 
plaining that the coal strike with 
its attendant threat to distribution 
was responsible for its hesitancy. 
Cigaret companies are singularly 
vulnerable to the strike, it was 
pointed out, since the loss of a 
week’s distribution cannot be re- 
placed. F 

Neither R. J. Reynolds nor Lig- 
gett & Myers was ready to expand 


promotion budgets, 
Lorillard Company. 
Meanwhile, the Bureau of In- 
ternal Revenue, reporting on tax- 
paid cigarets, said production in 
March amounted to 26,401,275,811 
units, an increase of 41% over 
March, 1945. For the first nine 
months of a fiscal year ending in 
June, 1946, cigaret production was 
up 27.5% above the similar ’45 
period. Production figures on tax- 
free cigarets for export are not 
included in these statistics. 


Heads United's Radio 


Louis Melamed, formerly in the 
press book department of United 
Artists Corporation and _ before 
that promotion manager of Co- 
lumbia Pictures, has been ap- 
pointed radio director of United 
Artists. 


nor was P. 


‘Black Market’ 
in Ticket Sales 
Attacked by C&O 


New York, May 16.—One by one 
the evils of railroading are being 
wiped out by the fine Italian hand 
of Robert R. Young. Having in- 
duced the larger east-west roads 
to introduce through coast-to-coast 
passenger service, Mr. Young— 
chairman of the board of the 
Chesapeake & Ohio Lines — this 
week published a full-page and 
1,200-line insertion in 67 dailies in 
26 major cities, through Kenyon 
& Eckhardt, to “get the black mar- 
ket hand out of the traveler’s 
pocket.” 


Mr. Young proposes that: (1) 
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All “block” sales of sleeping car 
space be stopped at once; (2) all 
space be reserved or sold in the 
name of the individual who in- 
tends to use it, and (3) tickets 
should not be transferable. 

“The airlines,” he says, “do it 
this way, and they have never had 
a black market. . . If you no longer 
want to tolerate the greedy hand 
of the black market in your pocket 
—or be content with a refusal of 
space when you know that many 
berths are empty — write to your 
newspaper. If enough Americans 


Let's Get the Black Market's Hand 
Out of the Traveler's Pocket! 


The anderground sale of sleeping car space is a national scandal. 
iThe railroads cannot escape responsibility. The C&O Lines offer 


a solation that will kill the racket~ if other roads will join. 


The customer is always right, he said! 


This is fantastic—no clerk ever pays a 
courtesy to a customer any more. But 
there he was before me, polite as you 
please. | must be dreaming, | thought. 


Nor so much of a dream any more. 
Goods are coming back. There'll be 
polite clerks again. It’s inevitable. 

It’s inevitable, too, that Philadel- 
phia will continue to be one of the 


big post-war market places. It is 
the third largest city of the U.S. It 
has the buyers —they have, the 
money to buy with. 


If you expect to sell them, con- 
sider getting in on the ground floor 
with your sales message. Do this 
with the help of The Evening Bulle- 
tin, the newspaper that daily reaches 
4 out of 5 Philadelphia families. 


The Bulletin goes home—that’s im- 
portant in this city of homes. It 
spends the evening with the family 
and helps them choose what they 
want to buy. 
excess of 600,000, the largest evening 
circulation in America. 


It has a circulation in 


In Philadelphia—nearly everybody reads 


The Bulletin 


the ticket racket—like the ‘Chinese 
| Wall’ that blocked through service 
vat Chicago and St. Louis—can be 
broken.” 

The C&O last month renewed 
its drive for cross-country rail 
‘service without changes (AA, 
| April 29), urging the establishment 
|of no-change trains on the Wash- 
ington, D. C., to Dallas and Fort 
| Worth, Tex., run, via St. Louis. Its 
‘earlier efforts had resulted in 
‘establishment of transcontinental 
/no-change trains through Chicago 
‘by both the New York Central 
'and Pennsylvania roads. 
| In Chicago, E. P. Burke, pas- 
|senger traffic manager of the Pull- 
|man Company, said that new rules 
|governing redemption of unused 
sleeping car tickets have been 
|under study for months, and are 
inow being submitted to the rail- 
‘roads. He said the company is 
|opposed to a C&O proposal that a 
'25% forfeiture be required on 
‘tickets not canceled “within a rea- 
‘sonable time,” since this would 
‘amount to extra payment for the 
same space. 

Gustav Metzman, president of 
the New York Central and of the 
Eastern Railroads Presidents Con- 
ference, issued a statement this 
afternoon following a meeting of 
the executives here, saying that 
the problem had been “studied 
almost continuously” for a num- 
ber of years and that action had 
been taken in conjunction with 
private investigating agencies and 
the FBI to apprehend violators. 
He cited the “great difficulty in 
obtaining specific information” for 
jarrest and conviction of ticket 
|speculators as one of the problems 
confronting this type of action. 
| Mr. Metzman also cited the rail- 
roads’ interest in and support of 
legislation to license the resale of 
tickets and to limit the fee charged 
on a ticket to $1. He made no 
statement on “block sales,’ non- 
transferability of tickets or penal- 
ties for late redemption. 

Meanwhile, Washington rumors 
said that the Justice Department 
was considering action to halt the 
'black market in railroad tickets. 


Joins Clark-Wandless 


Lenore Sanders has_ resigned 
|from Pan American Broadcasting 
|Company to join the executive 
| staff of Clark-Wandless Company, 
| New York, radio sales representa- 
| tive. 


‘Vilter Appoints Vogel 

Albert O. Vogel, assistant to the 
president of Vilter Mfg. Company, 
Milwaukee, has been appointed 
| general sales manager. 
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g car . ohnson Advanced Marx clothing. dressed could get into a Hart 

2) all Litho Book Paper J hota @ tal ‘ ’ Lest They Forget, Beginning in February, the ads|Schaffner & Marx outfit, they 

n the jo. Chie Rn Gistrict’ pg ee Hy art Schaffn er appearing in American LegiOn| would probably agree. 

o in- Staten Steet Supply Company, Chi- Magazine, Collier’s, Esquire and} Placed through Batten, Barton, 

ickets h { F { bsidi : : = The Saturday Evening Post have,|Durstine & Osborn, the copy has, 
§ or age orecas Stel Caspatelien. : Rag 2 Bh ga a Boosts Quality subtly, depicted younger men/the company reports, received con- 

‘do it pointed assistant manager of sales (Picture on Page 95) whom the company’s advertising|siderable acclaim from clothing 

r had . ° ’ in the Chicago district. Chicago, May 14.—Hart Schaff-|featured during the war years in/|dealers. 

onger n i ale in aapeemmemcnenns ner & Marx will, in the June issue |the belief that returning veterans ————— 

hand Two Appoint Koehl of Esquire, conclude a series of 12| would see the man they’d most Bragg Quits KTOK 

ocket Atlantic City, N. J.. May 16—)| Koehl, Landis & Landan, New four-color, full-page magazine in- | like to resemble. ei Olin E. Bragg, formerly with 

sal of Supply of book paper for litho-| York, has been appointed to handle |S@ttions based on the hope that) The $100,000 campaign is based | station KTOK, Oklahoma City, 

many graphic work probably will not|the ‘advertising of Hamp-Tone |Teturning servicemen won't forget,|on the slogan “Back to Another | has joined the Dallas office of Tay- 

your equal demand until late in 1947,|Records and the British Colonial|in spite of the clothing shortage,|Great Outfit” and, provided the |lor-Howe-Snowden Radio Sales to 

‘icans the 41st annual convention of the|Hotel, Nassau, Bahamas. the qualities of Hart Schaffner &\servicemen to whom it is ad-|assist Clyde Melville, manager. 
Lithographers National Associa- 

and tion was informed today by George 


Olmstead Jr., president of S. D. 
Warren Company, paper maker, 
Boston. 

Addressing more than 500 dele- 
gates at the Marlborough - Blen- 
heim Hotel, Mr. Olmstead said the 
present production of book paper, 
including offset paper and ex- 
cluding bonds, ledgers and some 
other types, is 1,900,000 tons an- 
nually. He estimated that future 
demands of 2,400,000 tons will be 
more than met by eventual pro- 
duction capacity of 2,750,000 tons. 

Present paper shortages, Mr. 
Olmstead explained, are caused by 
lack of pulp, sulphite, casein, 
starch and paper-making machin- 
ery. The purchase of mills by pub- 
lishers so far has created only 
about a 5% loss in the availability 
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ress, - : 
inese of paper for lithographic work, he 
rvice said. | 
n be New Developments Noted 
2>wed At a panel session devoted to 
rail technical developments, discussion | 
(AA, brought out trends toward in- 
ment creased use of contact screens for, 
ash- halftones, of electronic methods of | 
Fort color separation and of fluorescent | 
3. Its 


paints for reducing dot-etching | 


| in time. | os ANGELES INDUS 7p, 


>ntal The war produced no revolution- | 
cago ary developments in photography, 
ntral although it brought out improve-| WEARS CROWNS 
ments in the contact screen, the | ; 
pas - conferees agreed. They concurred | 
>ull- that most noticeable developments | 
‘ules in litho inks are chiefly in faster | 
used drying of inks; that changes in| 
been photo-mechanical equipment in- 
are clude the use of lightweight met- | 
rail- als, and that presses have better. 
y is inking and dampening mechanisms | 
ata and improved feeder designs. Web | 
| on offset press will probably not equal 
rea- the quality of work produced on | 
ould sheet-fed presses in process work, | 
the they agreed. | 
t of HIGHTON EXPLAINS 
the PHOTO TYPESETTING 
>on~- Newark, N. J., May 14.—A. G. 
this Highton, president of Alex. G. 
Le Highton, Inc., Newark, explained 
pr — ae i ee Los Angeles stands second This is the market which in 1945 enjoyed an 
ied typesetting today at a meeting of 
haa po Aan lt = lancet in dollar volume production in America’s effective buying income of $5,455,063,000 
with Mr. Highton said that his ma- | . . : 3 : ° 
and jin Gain 4 eek on great apparel industry. Superior styling and and record-breaking retail sales that reached 
ors. which master type characters are | . : a : a 
in saaueted, sa8 that chavesiits ane! unusually fine craftsmanship make the Los a total of $2,550,503,000*— both consider 
or photographed separately as the _ . ’ 
ket wheel sevelves-a¢ high speed, The | Angeles label eagerly sought after on gar ably above the previous year’s aggregate. 
ems process eliminates use of heavy | : 
; ments for men, women and children. ty é , 
ait ae TS EER, PNe-teee, | , This is the third largest and richest of all 
° | photo-gelatine and gravure print-| 
o ing. It also eliminates several op-| ° - : : . : 
. of hens chen vee te! Yet, apparel is only one of nine great major single county markets in the nation. In the 
‘ge casting and handling metal type, : : : : : ° ° 
on ok cele i Saemeeien and! industries in which this area has long held area where population and buying power are 
on- : : ‘ ‘ , ‘ 
nale a any ee signal national ranking—huge manufactur- concentrated, The Herald-Express is read by 
. . 

01's NBC Appoints Thompson | ing industries which serve as an anchor for over 40,000 more families than any other 
lent John Thompson, an NBC central | - : : one : ; ’ , 
the division news editor since 1937, | over 7500 widely diversified factories. The daily. Such reader preference greatly sim- 


a, has been appointed manager of | 
the news and special events de-| 
partment of Station KPO, NBC-| 
owned and operated affiliate in| 


present factory employment figure stands at __ plifies the choice of a medium for reaching 


this great market. *Sales Management's Survey of Buying Power 


80 per cent above the pre-war total. 


ned San Francisco. He succeeds Bert | 
‘ing Silen, who will return to Manila | 
tive to resume operation of Station 
ny, KZRH, which he helped to destroy 
ita- in the face of advancing Japanese 
in 1941. 
ansf LARGEST DAILY CIRCULATION ie REPRESENTED NATIONALLY BY | 
McGee Transferred IN THE WEST’S LARGEST CIT E PAUL BLOCK AND ASSOCIATES — 
the Don McGee, account executive 
ny, of Kenyon & Eckhardt, New York, 
ted has been transferred to the 


agency’s Chicago office. 
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3 Form Seattle Agency 
Hiddleston, Evans & Merrill, ad- 
vertising agency, has been formed building. 
in Seattle by Joseph F. Hiddleston, 
president; John Rhys Evans Jr., 


secretary-treasurer. 


vice-president, and Grant Merrill, 
The agency’s 
offices are located at 403 Douglas 


For the past four years, Mr. 
Hiddleston has been sales man- 


tising Agencies. 


ager of Station KIRO, Seattle, and 
Mr. Evans was account executive 
for the station. Since the war, Mr. 
Merrill has had charge of all ad- 
vertising media of Allied Adver- 


Huron and the Detroit river, CKLW beams 


J. E. CAMPEAU 
Managing Director 


-- fo make a LOW RATE 


IT TAKES COVERAGE! On, and bounded by Lake Erie, Lake 


its 5,000 watt clear chan- 


nel signal via the water route to a 10,000,000 population area with a 
buying power second to none in America. This power, plus our 
middle-of-the-dial frequency *800 ke.* coupled with the lowest rate 
of any major station in this market, makes CKLW your No. 1 buy! 


In The Detroit Area, It's 


5,000 watts Mutual 
at 800 kc Broadcasting 
day and night System 


ADAM J. YOUNG, JR., INC. 
Natl. Representatives 


it takes 


Research to Sell 
Campaigns Decried 
by Ayer’s Hogen 


New York, May 16.—Present 
“hysterical interest” in research 
represents a pitfall to successful 
sales and advertising, Charles R. 
Hogen, vice-president in charge of 
service for N. W. Ayer & Son, 
told the Toilet Goods Association 
annual convention here today. 

Too much research is being done 
in order to sell advertising, and 
too much is being done simply for 
the sake of doing it, he told a 
merchandising group, whose 515 
members represent about 90% of 
the toilet goods industry. 

Advertisers, he said, tend to 
over-evaluate advertising in sales 
programs, and to blame adver- 
tising for a poor sales year, or 
praise it for a good one. Adver- 
tising is only one facet of a prop- 
erly planned sales program, he 
said, and lack or poor performance 
of any one of the several elements 
of manufacturing and selling can 
lead to poor sales results. Adver- 
tising can persuade and inform, 
he declared, but it cannot sell a 
product which cannot sell itself. 
Defining advertising as a “special- 
ized technique of mass communi- 
cation, fast and cheap,” he said 
the only people qualified to judge 
a specific piece of copy or a cam- 
paign were those who knew what 
role advertising had been assigned 
in the sales plan. 


Shows Ad Readership 


Mrs. Elizabeth Kidd, assistant 
copy director for Ayer, told the 
cosmetic manufacturers that they 
were as far ahead in advertising 
as they were in merchandising, 
and showed several examples of 
readership in advertising. Mrs. 
Kidd hammered at advertisements 
emphasizing dowdiness, dishpan 
hands, or the inability of a woman 
to read type which is less than 
72-point. 

Earlier, toilet 


goods makers 


1. Colorful Neon 


delivery. 


For further tmformation 
and quotation write im- 
mediately— 


Gives you these 
important features. sa 


2. Patented Plastic Frame 
3. New Vivid Colors 


We provide the compiete display. 
No quantity too large. 


a 
? ‘ Ora 1.2} 04 es 


OHIO ADVERTISING DISPLAY CO. 
1216 Jackson St., Cincinnati 10, Ohio 


Prompt 


Latest development in adver- 
tising displays! The skeleton 
Neon with its patented plas- 
tic frames is a combination 
that's unique, colorful and 
most effective. The frames 
are parallelogram in shape, 
rich in color combination 
which improves the daylight 
appearance of the Neon; re- 
duces tubing breakage; in- 
stalled easily, quickly. Frames 
produced under Austin & 
Austin Patent No. 2,296,893. 


New York office 
Austin & Austin, Inc. 
1775 Broadway. 


Union label furnished for all 
displays 


. aie 


se. 


Advertising Age, May 20, 1946 


heard Martin Ullman, industrial 
designer, tell the manufacturers 
that cosmetic packaging had been 
standing still for the past 12 years, 
and that creation of increasingly 
fabulous packages had dug a pit 
for the industry. “The exotic and 
bizarre in packaging has hit the 
extreme,” he declared. Before the 
war, he said, cosmetic packaging 
was in a rut, and during the war 
years, despite many obstacles, the 
manufacturers were able to stay 
in that rut. “You’re selling cos- 
metics, not packaging materials,” 
he said. 

The annual Charles S. Welch 
Award for packaging was pre- 
sented to Lewis J. Ruskin, presi- 
dent of Associated Products, Inc. 


Millers Disagree 
on Flour Crisis; 
Pillsbury Hopeful 


Chicago, May 14.—Against a 
background of pessimism on the 
part of most millers, Philip W. 
Pillsbury, president of Pillsbury 
Mills, Minneapolis, predicted 
yesterday that the domestic wheat 
supply would be large enough to 
fill the nation’s food needs and 
export commitments if properly 
channeled. 

His viewpoint was in contrast 
to that of Herman Steen, vice- 
president of the Millers National 
Federation, who predicted that 
half of the nation’s flour mills will 
be closed within one to four weeks 
unless the government. diverts 
more wheat to domestic channels. 

Mr. Pillsbury, three of whose 
19 mills have been closed due to 
wheat shortages, said that mills 
would be closed only temporarily, 
and that there would be enough 
bread and flour to go around ex- 
cept in spots. With the new crop, 
he said, there will be adequate 
wheat soon if supplies are chan- 
neled away from alcohol, pastes 
and other by-products. However, 
he admitted that Pillsbury Mills 
will do well to run 40% of ca- 
pacity during the remainder of 
May. 

“There’s a good chance to get 
more government wheat shortly,” 
Mr. Pillsbury told newsmen after 
speaking before the National As- 
sociation of Flour Distributors’ 
convention. In his speech, he 
urged employers to take both con- 
sumers and organized labor into 
their confidence, giving them all 
of the facts. This, he said, is the 
key to successful postwar com- 
petition. 

W. P. Bomar, president of the 
Millers’ National Federation, said 
he has appointed three committees 
to discuss details of the wheat 
conservation program with De- 
partment of Agriculture officials. 
Representatives of the federation, 
however, said the 80% extraction 
order was “against the best inter- 
ests of the whole food program.” 

“It is better to have some plan 
than no plan at all,” said Mr. 
Bomar. “If we’d had this plan 
last crop year, we could have done 
a much better job of feeding the 
hungry.” Mr. Bomar said there 
was one point in the program 
“which we cannot allow to pass 
unchallenged”: the provision pro- 
longing the 80% extraction order. 


Aldridge Leaves Sun Oil 


A. E. Aldridge has resigned as 
general advertising manager of 
Sun Oil Company, Philadelphia, 
to organize an advertising and 
sales promotion agency, A. E. 
Aldridge Associates, 1700 Walnut 
St., Philadelphia 3. 


London Paper's Sales Up 


The daily net sales figure of 
the London Daily Express for 
| April, 1946, is 3,475,364 or 3,838 
copies over the net sales for April, 
1945. This is well over one mil- 
lion in excess of any other British 
daily newspaper. 
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Awards Its Highest Honor to 
THE NEW ORLEANS STATES 


"COURAGE IN JOURNALISM!" . . . Certainly, to the "heart and soul'' of a Newspaper 
.. . A Newspaper that has tried to do its job . . . there are ''no sweeter words this side of 
Heaven." 


. . . "For Courage in Journalism in recognition of Public Service rendered in the face of 
strong Anti-Social forces" . . . 


The New Orleans States is grateful for this award and more than a little proud. But it 
is a pardonable pride . . . particularly since this is the only Newspaper to have won this 
award TWICE... and further it is a pride that arises from the thought that we must be 
doing our job as it should be done .. . that our course is right. 


Yes, the New Orleans States is both proud and grateful . . . proud of having twice earned 
the Sigma Delta Chi Award for journalistic achievement, and grateful to the men and 
women who make up the States . . . who give it its "heart and soul’, and also to the people 
of New Orleans and Louisiana who by their vote . . . have crowned our efforts with the 
definite stamp of their approval. 
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Put the Power of This Powerful 
Newspaper Behind Your Sales 
Message 


The New Orleans States, and its companion 
morning newspaper, The Times Picayune, have 
today expanded their persuasive editorial influ- 
ence to the greatest number of readers in their 
history . . . and each three-month A B C pub- 
lishers statement shows increasing circulation 
gains. Harness your sales message to this dy- 
namic force. Write direct or to our representa- 
tive. 


Representative ... JANN & KELLEY 


New York ® Chicago ® Detroit ® Atlanta © San Francisco 
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THESE NEW SERVICES have been created to help Post advertisers mer- 
chandise their advertising to distributors, jobbers, field men, retailers, etc. 


“WATCH 


FOR OUR ADS ; FOR OUR ADS 

IN THE | THE SERVICES enable an advertiser to provide advance notice of forthcoming INTHE ~ 
= ide advertising in the Post so that his distributing organization may take full ta is 
SATURDAY EVENING advantage of Post impact at the point of sale. SATURDAY EVENING 


Po ST THE COMPLETE SERVICE consists of: Po ST 


— *& = A direct mail service—Postcards and folders illustrated with a * i 
sparkling, full-color miniatures of selected Saturday Evening Post 
covers. Folders are designed to show advertisements ‘‘As seen in 
The Saturday Evening Post.” 


WATCH 


Here for the first time an advertiser can obtain a complete service. 
We have arranged to handle imprinting, addressing, sorting and ~~ WATCH 


mailing. FOR OUR ADS 


IN THE ~ A special letter service combining a trade mark, product, or om IN THE er 
satuene evens company name with that of the Post. SATURDAY EVENING 


POST Dealer display cards featuring advertisements “As seen in The POST 
‘ Saturday Evening Post.” a i 
= ee 


WATCH 


Package and envelope stickers, etc. 


This material was created for the sole purpose of merchandising advertising 
in the Post. 


The services are offered at a fair price based on our cost in quantity runs. 


WATCH WATCH 


FOR OUR ADS POST ADVERTISERS wishing complete details about these new services should FOR OUR ADS 
IN THE get in touch with the nearest office of The Saturday Evening Post. IN THE 


SATURDAY EVENING NEW YORK OFFICE CHICAGO OFFICE CLEVELAND OFFICE SATURDAY EVENING 


60 East Forty-Second Street 333 North Michigan Avenue 1400 Guardian Building 
~ |} New York 17, N.Y. Chicago 1, Illinois Cleveland 4, Ohio 
= . DETROIT OFFICE BOSTON OFFICE SAN FRANCISCO OFFICE PHILADELPHIA OFFICE a ae 
a * a es 18th Floor, Fisher Building Statler Building 235 Montgomery Street Independence Square 7 * ae 
Detroit 2, Michigan Boston 16, Massachusetts San Francisco 4, California Philadelphia 5, Pa. 
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A Time for Treading Warily 


Advertisers who thought that 
the copy and promotional prob- 
lems brought on by the war were 
of a kind and magnitude surpas- 
sing those of all previous times 
are beginning to feel that these 
problems were as nothing com- 
pared with those they face now, 
as the economy staggers along a 
course as nearly unpredictable as 
next year’s weather. 

More advertisers than we like to 
think of have already had their 
promotional fingers badly burned 
as they tried desperately to fore- 
see the course of reconversion and 
to outguess the vagaries of labor 
difficulties, materials shortages, 
price and supply relationships and 
the thousands of other non-mesh- 
ing circumstances which have put 
the American economy so badly 
out of gear. 

Appliance makers and producers 
of consumer capital goods, con- 
vinced that the golden stream of 
products was shortly to flow over 
the dry bed of consumer wants, 
have swung from “institutional” to 
hard-hitting product copy, only to 
swing back again as quickly as 
possible. And even those whose 
product selling was almost unin- 
terrupted during the war — the 
millers, for example,—have lately 
found it almost impossible to de- 
cide whether they are trying to 
sell or not to sell their products. 


Now, with the coal strike and 
the on-and-off freight embargo, 
there are reports that many pro- 
ducers are becoming discouraged, 
and giving up the fight entirely, 
to the extent of skeletonizing or 
eliminating their promotional ven- 
tures until they have some reason- 
able assurance that the road they 
see ahead is more substantial than 
a mirage. 

The discouragement, we believe, 
will be of short duration. After 
all, there is an enormous consumer 
demand for goods and services, 
and we are faced with competitive 
problems of a new order which do 
not suggest the advisability of 
loafing on the promotional job. 

The answer seems to lie in de- 
veloping new and more effective 
techniques of selling a product 
which cannot be delivered; of 
maintaining consumer demand 
without destroying consumer good 
will; or securing or sequestering 
your share of the consumer’s dol- 
lars while you are unable to ring 
up sales. 

The problem is no easy one for 
the merchandiser and the copy- 
writer. It will be solved, as war- 
time promotional problems were 
solved, but it seems safe to assume 
that the remainder of this year 
will see few promotional cam- 
paigns which are not subject to 
change without notice. 


A Dangerous Practice 


It has always been the contention 
of ADVERTISING AGE that advertis- 
ing space and time ought to be 
purchased strictly on their merits, 
in the best media the advertiser 
can find to carry his message ef- 
fectively and efficiently to the 
audience he wants to reach. 

That is one reason we are sorry 
to learn that the American Hos- 
pital Association, which sponsors 
one of the country’s largest prod- 
uct expositions each year, and also 
publishes an official magazine, 
Hospitals, has sent a form letter to 
prospective exhibitors which ties 
exhibit space up rather directly 
with advertising in its magazine. 

“As between exhibitors who are 
advertisers or non-advertisers in 
Hospitdls,” the letter says, “and 
who would otherwise classify 
equally, the determination will be 
that advertisers in Hospitals will 
be preferred only as to allocation 
of space and not by assignment or 
non-assignment of space. This is 
in recognition of the fact that both 


exhibits at our convention and ad- 
vertising in our magazine are rep- 
resentative of the sales plans of 
any company. Recognition is 
therefore given to those companies 
who make the fullest possible use 
of the facilities offered by this as- 
sociation.” 

This sounds innocuous enough, 
and perhaps it is, but the chances 
are at least even that exhibitors 
reading this condition, and recog- 
nizing that space in the hospital 
exposition is at a premium and 
good location highly desirable, will 
not be slow to believe that their 
chances of good treatment at the 
exposition will be increased by ad- 
vertising in the association’s paper. 

There are many good association 
media, no doubt including Hos- 
pitals, worthy of the advertiser’s 
most serious consideration. But 
they ought to stand on their own 
feet in open competition with non- 
association papers, and without 
relying on the influence they cay 
wield in non-publishing directions. 


Free! 
MPLETE 


SET OF 


DISHES 


2 evecy ett 


—General Mills 


‘| have an idea. Suppose instead of a set, we just give ‘em one dish—filled with 


Wheaties!" 


Not So Grim 


For those of you who have been | 
thinking about under—(oops!) 
morticians’ advertising in terms of 
soft chimes and unctuous voices, | 
we recommend the story of John! 
A. Gentleman, of Omaha. Mr. | 
Gentleman is a mortician who ap- | 
proaches promotion with a fresh 
viewpoint. Currently, his mortu- 
aries are sponsoring all home 
game broadcasts of the Omaha 
Knights hockey team, and a morn- 
ing sportscast through Pfeiffer 
Advertising, Omaha. As for com- 
mercials, they run approximately 
as follows: “This is another pub- 
lic interest program of John A. 
Gentleman.” 

Normally, Mr. Gentleman con- 
centrates his promotion on safety 
themes, and has a record of 18 
years in outdoor postings, all 
stressing safe driving, or other 
aspects of public safety. For the 
past three Christmas Eves, Mr. 
Gentleman has sponsored the St. 
Patrick’s Mass programs in Omaha, 
and an annual feature of his pro- 
motion is the Boystown-Detroit 
football game. Sounds unique in 
a business characterized by posters 
of a green plot and bannered “Rest 
in Beautiful Chapelawn.” 


Our Lessers 

We thought you ought to know 
that the Junior Heritage Club is 
now in operation. It’s a book club, 
naturally, concentrating on books 
for children. One of its features 
is a club membership pin, which 
seems to us to smack more of 
Junior G-Men than Bibliophiles of 
the Future. Only children under 
16 years may belong to the club, 
and the books will cost $1.75. 
Slated for issuance this year are 
Kenneth Grahame’s “Wind in the 
Willows”; ‘“Gulliver’s Travels’; 
“Child’s Garden of Verses”; “Five 
Christmas Novels” by Dickens; 
“Huckleberry Finn”; “Tom Saw- 
yer”; ‘“Aesop’s Fables”; “The 
Vicar of Wakefield”; “Idylls of the 
King”; “Treasure Island”; “Alice 
in Wonderland & Through the 


Looking-Glass”; and “Andersen’s 
Fairy Tales.” Substitutions are 
“Mother Goose,’ “Longfellow’s 


Poems,” “David Copperfield,” and 
the “Odyssey.” The Junior Heri- 
tage Club’s address is 595 Madi- 
son Ave., New York. 


Verse-Speech 

The Ad-libber is now accus- 
tomed to reading prose cast in 
lines to resemble blank verse, 
thanks to Norman Corwin, and 
Peter Bowman’s “Beach Red.” But 
it was with a good deal of surprise 
that we read the speech of Fair- 
fax Cone, chairman of the execu- 


tive committee of Foote, Cone & 
Belding, to the Outdoor Advertis- 
ing Asscciation. A part of the 
speech is shown below, in _ its 
original form: 
“A year and a half ago 
Appointed by Hiram Walker to 
advertise Imperial whisky 
Knew nothing about whisky 
Except some of us had tasted a 
little. 
Walker people knew plenty 
But kept still.” 


Adverse Reversed 


Out in San Diego, Solar Aircraft 
Company had bad news. A mil- 
lion-dollar order from Lockheed 
had just been canceled. Even in 
these days when zeros don’t seem 
to mean what they once did, a 
million-dollar order represents 
sizable business. But someone at 
Solar noticed the reason Lockheed 
had canceled its order—the parts 
made by Solar had “twice the life 
expected.” 

Quickly the company made the 
most of its “bad luck.” A release 
informed the Associated Press of 
the cancellation — and the reason 
for it. And into its magazine copy 
went a trade figure of stainless 
steel holding the clipping, under 
the headline “The finest testi- 
monial we ever received!” 

The copy continued “Yes! We 
lost a million-dollar order ... and 
we feel good about it! We feel 
good because we couldn’t possibly 
have received a better commenda- 
tion of Solar’s engineering skill 
and craftsmanship. This Lock- 
heed order was for exhaust system 
parts for replacements .. . but the 
original Solar-built parts were so 
good that Lockheed found them to 
have ‘twice the life expected.’ 
Naturally Lockheed canceled .. . 
and naturally you’ll want to know 
more about Solar’s unique ability 
to produce intricate stainless steel 
parts . . . longer-lasting parts en- 
gineered to amazingly close toler- 
ances in spite of design complexi- 
ties.” 


Jottings 

William Jameson & Co. is issu- 
ing a fishing calendar for Gal- 
lagher & Burton whisky. The cal- 
endar tells anglers on what days 
the fishing will be best, according 
to one Grady Coble, who is sup- 
posed to be baiter qualified... 

Foote, Cone & Belding has been 
holding auditions for the past two 
years for returning veterans and 
others wanting to break into radio. 
Out of the 618 people auditioned 
in that time, 253 were found adapt- 
able for radio, and 70% of that 
number have been cast in radio 
shows under the direction of the 


agency. . . 
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be secured without charge from 
companies sponsoring them, or 


through ADVERTISING AGE, by any © 


national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2643. Readers Study Adver- 
tising in Product Engineering. 
Readers of Product Engineering 
wrote the text for this brochure, 
which is composed of reproduc- 
tions of letters from executives 
whose titles range from president 
to consultant—men responsible for 
selection of materials, parts, and 
types and makes of finishes. The 
letters indicate readers’ study of 
PE advertisements and the influ- 
ence of ads in executives’ buying 
decisions. 


No. 2644. 
Helps. 
Reyburn Mfg. Company, Phila- 
delphia, has issued this handily 
tabbed booklet, which illustrates 
the many kinds of tags, labels and 
seals it makes. The booklet also 
contains a table showing data de- 
sired by consumers on tags and 
labels for 24 commodity groups. 


No. 2645. Cincinnati Post 1946 
Data Book. 


The maps and market data con- 
tained in this file-size folder, is- 
sued by the Cincinnati Post, give 
a detailed picture of Cincinnati as 
the hub of a market that extends 
into three states. Data covers pop- 
ulation, occupations, a study of the 
retail and wholesale markets, and 
industries, and includes a city zone 
map showing economic areas. 


No. 2646. A Five Star Market. 


The Atlanta Journal has issued 
this brochure, which, in a series 
of graphs with accompanying text, 
evaluates the Atlanta market— 
past, present and future. The 
graphs picture population growth, 
sales gains, value of manufactured 
products and other market in- 
dexes. 


No. 2647. The Influence of Brand 
Names on Consumer Purchases 
of Home Furnishings. 

This booklet, issued by Home 
Furnishings Merchandising, starts 
off with a report on the seven 
sources that lead all others in 
home furnishings information, and 
a summary of brand knowledge 
and dealer influence. Then it 
breaks down home furnishings by 
items, and shows the per cent of 
the women queried who could 
name specific brands, the per cent 
of dealer influence and types of 
dealers most preferred. 


No. 2627. Radio Listening Habits 
in the Gary Trading Area. 

Day-to-day listening trends lead 
off this report of a survey con- 
ducted for the Gary Post-Tribune. 
The study, which covers a three- 
week period, tabulates listening 
habits in the Gary, Ind., trading 
area for morning, afternoon and 
evening hours, and shows the 
number of sets tuned in, how 
many listeners knew the name of 
sponsor or product, and gives an 
“advertising effectiveness” rating. 


Reyburn’s Business 


No. 2629. Personal Grooming 
Habits. ' 


A new study in Good House- 
keeping’s continuing consumer 
panel series is this one, which 
goes into great detail about the 
use of all sorts of cosmetics. Prod- 
ucts include not only stuff for the 
face, but also shampoo, deodorant, 
manicure items and perfume, and 
shows frequency of use, and an- 
swers by age groups. 


The following documents may © 
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Start Dairy Show 


_ markets. 


‘the Taylor advertising, will also 


Life, The Saturday Evening Post 
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Taylor Vermouth 


Drive Announced; © 


Advertising for Martini & Rossi 
vermouth, distributed in the 
United States by W. A. Taylor & 
Co., New York, will break soon in 
Esquire, Life, The New Yorker, 
Time and True, supplemented by 
newspaper advertising in selected 
Charles W. Hoyt Com- 
pany, New York, which handles 


conduct the vermouth campaign, 
which will promote both the regu- 
lar and extra dry vermouths. 

. .. Waltham Watch Company, 
Waltham, Mass., will begin a new 
campaign in June using four-color 
full pages in Collier’s, Esquire, 


ana Seventeen. N. W. Ayer & Son 
is the agency. 

: Alta Vineyard Company, 
Fresno, Cal., has planned a cam- 
paign for its St. Charles brandy 
in Esquire, Monopoly State Re- 
view, Nation’s Business, Town and 
Country, The New Yorker and 
True. Garfield & Guild, San Fran- 
cisco, handles the account. 

... The Chamber of Commerce 
in Waterloo, Ia., has started an 
extensive campaign to build up 
Waterloo industrially and to ad- 
vertise its existing facilities. Di- 
rect mail, local newspapers and 
outdoor advertising are being 
used. Business papers will be 
used later. 

... Jos. Schlitz Brewing Com- 
pany, Milwaukee, is using double- 
page, four-color spreads in Col- 
lier’s, Life, Newsweek and Time 
for the second time this year. 
McJunkin Advertising Company, 
Chicago, is the agency. 

‘es Dr. Scholl’s 30th annual 
Foot Comfort Week, set for June 
22-29, will be promoted in maga- 
zines, newspapers and radio, be- 
ginning with a full page adver- 
tisement in The Saturday Evening | 
Post and backed by large space 
ads in The American Weekly, Mc- 
Call’s and Woman’s Home Com- 
panion. Newspaper insertions in 
more than 450 dailies and Sunday 
papers will be used. Donahue & 
Coe, New York, handles the ac- 
count. 

... The American Dairy Asso- 
ciation, through Campbell-Mithun, 
Chicago, has begun sponsorship 
of a 15-minute musical show Sun- 
days at 12:15 p.m. (EDT) over 
KYW, Philadelphia, featuring 
Kenny Baker and Donna Day. 

. . . Kirsten Pipe Company, 
Seattle, has scheduled ads _ in 
American Magazine, Business 


Week, Collier’s, Esquire, Ladies’ 
Home Journal, Liberty, Life, 
Newsweek, McCall’s, The New 


Yorker, Redbook, The Saturday 
Evening Post, Time, U. S. News 
and Vogue. Mats are provided for 
dealer tie-in with these ads. Pa- 
cific National Advertising Agency, 
Seattle, handles the account. 

Britex Company, Boston, 
manufacturer of Britex all-purpose 
cleaner, is running a contest using 
newspapers in New England and 
New York state. A Bendix wash- 
ing machine is offered as the first 
prize, an Easy Spindrier washer 
for second prize and 38 cash prizes 
totaling $475 for answering in 25 
words or less ‘‘Why I like Britex.” 
Badger & Browning, Boston, is the 
agency. 


Fight Famine” 
tribution to every food retailer in 
the United States. The black and 
red poster features a starving child 
with empty plate accompanied by 
the slogan “Share A Meal—Save 
A Life.” 

. . . Beltone Hearing Aid Com- 
pany, Chicago, through Goldman 
& Gross, Chicago, will begin a 
two-column, two-color campaign in 
June in 22 national and scientific 
magazines announcing its new 
improved hearing aid. In addition, 
newspapers and dealer mailings 
will be used and a house organ 
established. 


posters for dis-, 


c+ «6. &. O B. Lae Angeles” is 
the title of a 40-page brochure 
published by the city-owned De- 
partment of Water and Power in 
Los Angeles to sell the industrial 
| advantages of Los Angeles to east- 
|ern and middle-western prospects. 
Printed in two colors and plastic 
bound, the book is offered to in- 
dustrial executives in a national 
campaign running in a list of 
business papers and the Wall 
Street Journal. Buchanan & Co., 
Los Angeles, handles the account. 
|. . . Westminster Ltd. New 
| York, is currently running color 
,ads in American Legion, Collier’s, 


Esquire, Life and Look for West- 
minster men’s socks. Fuller & 


the account. 


Lipton Buys ‘Vox Pop,’ 
Ex Bromo-Seltzer Show 


“Vox Pop,” heard over CBS 
Monday nights for Emerson Drug 
Company’s Bromo-Seltzer prior to 
its summer replacement by “For- 
ever Earnest” on April 29, will 
|have a new sponsor and new spot 
/on the Columbia net next summer. 
‘ On Aug. 27, “Vox Pop” will re- 
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turn to the air as a half-hour 
Tuesday night show beginning at 


Smith & Ross, New York, handles|}9 p.m. and sponsored by Lever 


Bros. for Lipton’s tea and soups, 
through Young & Rubicam. “Inner 
|\Sanctum,” the current Lipton’s 
‘tea and soups program, will be 
|dropped June 25. 


‘Producer’ Hikes Rates 


Western Producer, farm paper 
published in Saskatoon, Sask., has 
announced an increase in rates, 
effective Oct. 1, bringing the basic 
| agate line rate to 60 cents and the 
‘classified word rate to 6 cents. 


We 


Newsweok 
Copohait and. 


Farnsworth Television and Radio Corp. 


... The Grocery Manufacturers 
of America, at the suggestion of | 
the Famine Emergency Commit- | 
tee, has produced 500,000 ‘Help | 


The preferred source 
of daily business news 
for management men in 
the nation’s greatest 

industrial area— 


the Central West. 


Sournal of 


“nt nce 
% San ote ~~ 


"We choose Newsweek to advertise The Capehart 
and The Farnsworth phonograph-radios because 
we have a quality story to tell. Since 1941 
when we began to use Newsweek regularly, we 


i 


E. A. Nicholas 


President 


SAE N SSS 


SSS 


SSS 


Sn 


have felt this audience particularly receptive 
to our story. During the war when there were 
no consumer goods, we offered a series of art 
portfolios depicting the world’s music master- 
pieces as interpreted for Capehart and Farns- 
worth by eminent painters. More than a quarter 
of a million portfolios were distributed, due 
to the tremendous response, 
tion of which came from Newsweek readers." 


a large propor— 
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Chicago Ad Club 
Gives 43 Awards 
for ‘Best Copy’ 


(Picture on Page 95) 

Chicago, May 14.—Almost 50 
awards for excellence in adver- 
tising during 1945 were presented 
Thursday noon as the Chicago 
Federated Advertising Club an- 
nounced winners in its fourth an- 
nual competition for distinguished 
advertising—revived this year for 
the first time since the war began, 

A special award as “honorary 
dean of Chicago advertising” was 
presented to Henry C. Lytton, 
president of The Hub, Henry C. 
Lytton & Co., State St. clothing 
store, who will celebrate his 100th 
birthday July 13. 

Other awards, 
Carl F. Kraatz, Schwimmer & 
Scott, chairman of the awards 
committee, included: 

Newspaper division—John F. Jelke 
Company, through Young & Rubi- 
cam; Standard Oil of Indiana, 
through McCann-Erickson; Marshall 
Field & Co. 

Mass magazines—Ford Motor Com- 
pany, through J. Walter Thompson 
Company; Pepsodent, through Foote, 
Cone & Belding; Swift & Co.,, 
through J. Walter Thompson; Min- 
nesota Valley Canning Company, 
through Leo Burnett Company; 
Pullman Company, through Young 
& Rubicam; International Cellucot- 
ton Products Company, through 
Foote, Cone & Belding. 

Class magazines — Hallicrafters 
Company, through Burton Browne 
Advertising; Allen B. Wrisley Com- 
pany, through Hamilton Advertising 
Agency; Minnesota Valley Canning 
Company, through Leo Burnett Com- 
pany; Carson, Pirie, Scott & Co., 
through Hoskinson, Rohloff & Asso- 
eiates. 


Many Classifications 


Trade magazines—B. Kuppen- 
heimer & Co., through Weiss & Gel- 
ler; Diamond T. Motor Car Company, 
through Roche, Williams & Cleary; 
General American Transportation 
Company, through Weiss & Geller; 
Chicago Sun; Canfield Mfg. Com- 
pany, through McCann - Erickson; 
Collins, Miller & Hutchings; Ru- 
dolph Wurlitzer Company, through 
Schwimmer & Scott. 

Industrial magazines—Elmer E. 
Mills Corporation, through the Ja- 
cobs Company (2); Eagle Picher 
Sales Company, through Needham, 
Louis & Brorby; Swift & Co., 
through Needham, Louis & Brorby. 

Direct mail—Abbott Laboratories, 
Runkle-Thompson-Kovats, printer; 
Marshall Field & Co. 

Outdoor—Beatrice Creamery Com- 
pany, through Foote, Cone & Beld- 
ing; Henry C. Lytton & Co., through 
Burton Browne Advertising; Stand- 
ard Oil of Indiana, through McCann- 
Erickson; special truck poster award 
to Armour & Co., through Foote, 
Cone & Belding. 

Radio — Rit Products Company, 
through Earle Ludgin & Co.; Leaf 
Gum Company, through the Jacobs 
Company; Ralston Purina Company, 


announced by 


ELEMENTARY 
AS 


Oil in the ground keeps a special- 
ized group of petroleum people busy 
getting it out . . . produced, in other 
words. The Oi WEEKLY is special- 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get- 
ting it processed .. . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 


If you are looking for top coverage 
of either of these world-wide groups, 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 


The Gulf Publishing Company 


New York 
Tulsa 


Cleveland 
Los Angeles 


Houston 
Chicago 


through Gardner Advertising Com- 
pany; Swift & Co., through J. Walter 
Thompson Company; Sealy Mattress 
Company, through Schwimmer & 
Scott; Wieboldt Stores, through 
Needham, Louis & Brorby. 


Many Special Awards 


Special awards: Sales manual, 
Poole Bros. Color illustration, Swift 
& Co., through J. Walter Thompson 
Company; artist, Haddon Sundblom. 
Color photograph, Swift, through J. 
Walter Thompson; Nicholas Murray 
and A. George Miller, photographers. 
Black and white illustration, Rachmani- 
noff Fund; Poole Bros., printer ; Joseph 
Feher, artist. Black and white photo- 


graph, Scott Radio Laboratories, 
through Leo Burnett Company; Steve 
Deutsch, photographer. Typography, 
Frank Reiland, through Poole Bros. 
Display, Abbott Laboratories, 
through Magill- Weinsheimer. Car 
cards, Peter Fox Brewing Company, 


through Schwimmer & Scott. Pre- 
miums, Container Corporation of 
America. 

To Wilson, Haight 


Perkin-Elmer Corporation, Glen- 
brook, Conn., manufacturer of pre- 
cision optics, has named Wilson, 
Haight & Welch, Hartford, to 
handle its advertising. 


Cooke Sets Up Office 


Donald Cooke, formerly of 
Montreal and Toronto, has formed 
Donald Cooke, Inc., at 220 Fifth 
Ave., New York, to represent Ca- 
nadian radio stations in the United 
States. 


Form Frazier & Peter 


Howard S. Frazier and Paul F. 
Peter have formed the firm of 
Frazier & Peter, radio management 
consultant organization, with tem- 
porary offices at 1730 Eye St., NW, 
Washington, D. C. 


Advertising Age, May 20, 1946 


Cabinet Officers 
Headline Program 
of Ad Federation 


Milwaukee, May 14.—What gives 
every indication of being one of 
the most important and best con- 
ventions of the Advertising Fed- 
eration of America will get under 
way here Sunday, May 26, at Hotel 
Schroeder. 

A galaxy of stars in the political, 
advertising and publishing firma- 


ARE YOU AWARE THERE’S AN OUTSIDE AUDIENCE 


on the Pacific Coast, too? 


*Approximately half the retail sales on the Pacific Coast are made outside the 


counties in which Los Angeles, San Francisco, Oakland, San Diego, Portland, 


Seattle and Spokane are located—only Don Lee covers the OUTSIDE as well as the 


INSIDE half...a C. E. Hooper 276,019 coincidental telephone survey proves it. 


The outsiders on the Pacific Coast are just as 
interested in your radio show as the insiders. 
But they can’t hear it unless it is on Don Lee! 

All networks on the Pacific Coast cover 
the inside or seven major metropolitan county 


areas, but only Don Lee can deliver the outside 


audience also. 


Only a big network, with many on-the- 


spot stations can reach all the listeners of the 


Remember: the outsiders on the Pacific Coast 
are just as plentiful, spend just as much money 
(4 of the total Pacific Coast’s 8 billionsin retail 
sales a year) as the insiders. Reach them by ra- 
dio with Don Lee, the only network offering 
complete coverage of the Pacific Coast, the 


outside as wellas the inside audience. More than 


big Pacific Coast,where most of the important 


markets are surrounded by mountains. Don 


Lee, the biggest network, has 39 stations, one 
in each of the mountain-surrounded markets. 
The other three networks have only 29 sta- 


tions combined. 


TOTAL RETAIL SALES 


9 out of every 10 radio families on the Pacific 
Coast live within 25 miles of a Don Lee station. 


EXAMPLE NO.I1: EUREKA, CALIFORNIA 


An exclusive Don Lee outside market 


$23,146,000 


Sales Management, 1945, Survey of Buying Power 


The Nations Greatest Regional Networ 
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ment, headed by Secretary of 
Labor Schwellenbach, Secretary of 
the Interior Krug, and Robert E. 
Freer of the Federal Trade Com- 
mission, will put postwar mer- 
chandising and advertising under 
the microscope in an effort to see 
what can be done to make it, and 
the entire economy, tick more ef- 
ficiently. 

Charles E. Murphy, AFA gen- 
eral counsel, will keynote the 
meeting, and other speakers at 
general sessions will include Paul 
Garrett, vice-president, General 


Motors Corporation; Robert L. 
Lund, Lambert Pharmacal Com- 
pany; Justin Miller, president, Na- 
tional Association of Broadcasters; 
Gardner Cowles, publisher, Des 
Moines Register and Tribune; 
Arthur H. Motley, president, Pa- 
rade Publication; Walter Geist, 
president, Allis- Chalmers Com- 
pany, and Leo Nejelski, Nejelski & 
Associates, New York. Elon Bor- 
ton, AFA president, will close the 
conference Wednesday, May 29, 
with a program for the coming 
year. 


In addition to the pattern of 
general sessions, there will be spe- 
cial sessions for retail advertising, 
direct mail advertising, industrial 
advertising, outdoor and transpor- 
tation advertising, as well as num- 
erous conferences of the club ac- 
tivities group. 

Entertainment, which starts off 
with a brunch on Sunday featur- 
ing Mrs. Bj Kidd of N. W. Ayer, 
author, and skits by the Women’s 
Advertising Club of St. Louis, will 
hit a new high, according to local 
sources which should know. The 


annual banquet will be held Mon- 
day evening, and there will be a 
“gay nineties” party Tuesday 
which is being billed as the most 
exciting entertainment ever pre- 
sented to an advertising group. 


‘Journal’ Boosts Rate 


Announcing an increase in 
guaranteed circulation from 160,- 
000 to 320,000, the Journal of the 
National Education Association, 
Washington, will increase its rates 
in September, bringing the basic 
page rate up from $445 to $650. 
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All Western movies 
are cheap to produce 


"Duel in the Sun," 
David 0. Selznick's 
forthcoming Tech- 
nicolor picture of 
love and conflict 
in the Southwest, 
cost $6,000,000 

to make. 


June MOVIELAND’s $5,000 
“Duel in the Sun” reader con- 
test is typical of the editorial 


pioneering that characterizes 
every issue... making Movie- 
land the first choice of 681,000 


eager young buyers. 


Youth makes new markets 
New markets make sales 


HILLMAN 


WOMEN’S GROUP 
Real Story — Movieland — 
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Ruthrauff Rejoins R&R 


F. Bourne Ruthrauff has re- 
signed as national publicity direc- 
tor for the American National Red 
Cross in Washington and returned 
to his former position of vice- 


president and director of Ruth- | 


rauff & Ryan, Inc., New York. Son 
of the late Wilbur Barlow Ruth- 
rauff, co-founder of the agency, 
Mr. Ruthrauff took a leave of ab- 
sence in April, 1943, to join the 
Red Cross. 


New Aviation Magazine 
Universal Aviation, a magazine 
devoted to regional aviation news, 
will make its debut June 1 in 
Wichita, Kan. It will be published 
by Continental Publishing Com- 
pany, publisher of Food Trade 
Journal and Pigeon Patter. 
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Well read and liked by the important men 
im a great industry—men who are work- 
ing to achieve wood’s exciting future. 


PRODUCTS 


April Business 
Paper Ad Linage 
Shows 0.7% Loss 


Chicago, May 15.—Although in- 
‘dustrial publications continued to 
‘lose ground with a 7.9% loss in 
linage, business papers reporting 
April figures to Industrial Market- 
ing kept total advertising linage 
on a par with a year ago, and for 
the first four months of the year 
held their gain to 2.4%. 

April issues in the industrial 
classification carried 15,815 pages 
‘of advertising, compared with 17,- 
171 pages during the same month 
lof *45. All four classes, with 23,- 
| 990 pages as compared with 24,- 
160, were off only 0.7%. 

Trade publications showed the 
biggest gain, 24.4%, with a total of 
'4,896 pages of advertising as com- 
pared with 3,936 pages in April, 
1945. Class publications, with 
2,170 pages as compared with 1,927 
pages a year ago, were up 12.4%. 
The export group, with 1,109 pages 


as compared with 1,126 pages a 
year ago, declined 1.5% in ad 
volume. 

For the four-month period, the 
industrial papers show the only 
loss, 4.4%, having carried a total 
of 63,886 pages, compared with 
66,817 during the corresponding 
period of °45. Trade publications 
marked up the biggest gain, 22%, 
with 19,039 pages as compared 
with 15,603 a year ago. Export 
papers carried 5,129 pages, com- 
pared with 4,362 pages in °45, a 
gain of 17.6%. The class group is 
13.2% ahead, having carried 8,385 
pages of advertising compared 
with last year’s 7,403. 


Appoints McGillis 

R. J. McGillis, formerly secre- 
tary and sales manager in Toronto 
of Laura Secord Candy Shops, has 
been named manager of all the 
company’s shops in Canada. He 
succeeds C, F. Moher, who has 
been made executive assistant to 
the president. Albert A. Audette, 
manager in charge of the eastern 
Canada district, has been elected 
to the board of directors. 
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Kids waver sometimes about playing hookey or 
copping an apple from the neighbor’s tree. But not 
about things to buy. In everything from bikes and 


cars to candy, 3 out of 4 actual 


They tell their parents, too. 
decision — often helping their elders to decide. Now 
then — 3 out of 4 of America’s 30 million, ages 8 


to 20, state that their favori 


magazines. That’s why Fawcett Comics are a potent 
advertising medium. That’s why your advertising 


should be there — regularly. 


@ Call or write and ask to see ‘‘Brand Preferences of 
Young Americans,’’ 
sonal interviews, uninfluenced by parents, in 41 urban 
areas coast to coast, prepared for Fawcett Publica- 
tions, Inc. by Stewart, Brown & Associates. 


a study based on over 5,000 per- 


ly decide on a brand. 
They’re ‘‘men’”’ of 


te reading is comics 


FAWCETT COMICS GROUP 
4,493,178 ABC Circulation, 2nd 6 Months, 1945 


Captain Marvel 

Captain Marvel, Jr. 

Whiz Comics 
Captain Midnight 


Fawcett Publications, Inc., 295 Madison Ave., 


World's Largest Publishers of Monthly Magazines 


Master Comics 
Wow Comics 

Funny Animals 

Don Winslow of the Navy 


New York 17, N. Y. 
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ADVERTISING VOLUME 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced 


without permission. 
standard 7x10 type page. 


Pages Pages 
1946 1945 

Industrial Group 
Ce ee *R120 *279 


Air Conditioning & Refrig- 


eration News (w) (11x16) ||t62 p45 
American Aviation  (semi- 

BE as careers sos dek ees *59 *99 
American Builder ......... 134 131 
Po a > ee 106 7 
American Machinist (bi-w). *||476 *539 
Architectural Forum ...... 154 177 
Architectural Record ...... 129 133 
Automotive & Aviation In- 

dustries (semi-mo.) ...... 225 334 
PEE cect cuss eadicsones 127 286 
Aviation Maintenance ..... 59 99 
Bakers’ Helper (bi-w)...... 157 145 
IEEE, desi raia co blardaty.ctae-ao:4% 56 57 
Brewers Dinest ovo scccicces 47 44 
Brick and Clay Record.... *v33 *26 
Bus Transportation ........ 151 154 
Butane-Propane News ..... 74 54 
Ear */91 *92 
Ceramic INGUAIY .a.cscc sess *8v97 *56 
Chemical & Engineering 

ESA a ae eee 23 81 
Chemical Industries ....... *108 *120 
Chemical & Metallurgical 

pe) 328 341 
Civil Engineering .......... 40 40 
ee ME ob dubs 6 eG Kiba de 0's v132 172 
Construction Digest (bi-w)..*|/p123 *p97 
Construction Methods (9x12) 132 124 
a Peer rer 44 41 
Contractors & Engineers 

Monthly (9%x14) ........ Si 54 
ED eens cca San be hice as:e 6 138 146 
Diesel Progress (8%x11).... 72 92 
Electric Light & Power..... 76 85 
Electrical Contracting ...... 132 127 
Electrical South ........... 43 45 
Electrical West ......es.e0. 126 114 
Electrical World (w)....... |256 285 
RC Ce er Cee eee 255 *356 
Engineering & Mining Jour- 

SO See ee errr eer 133 166 
Engineering News-Record 

DD TEER aE NEE SOD ENE 04.6% *§1397 *§396 
Factory Management & 

PT Se eee 346 395 
Fire Engineering .......... 49 47 
Wood in@ustries ....6.:..06. 197 172 
IE Soo 5 ects es cave ccee *190 *240 
PE a Oe Creer Tee eee 43 47 
OW BO CW) :ciscccaccsx ie *|72 *84 
Heating, Piping & Air Con- 

a earre eer ere 30 128 
Heating & Ventilating...... 73 83 
Industrial & Engineering 

Chemistry (two editions)... 168 156 
Industrial Finishing (4%x 

OO) rN ee eee 90 80 
neusty & POWSPs. 6605665 134 148 
PE END vc din eds cdaaces *639 *694 
ee ae T*v86 *72 
Machine Design ............ 292 336 
Machine Tool Blue Book 

BEG. aic-sueaataad es 3038 365 
eee rere ee 250 375 
Manufacturers Record ...... 53 57 
Marine Engineering & Ship- 

eer rere 166 272 
Materials and Methods ..... 174 223 
Mechanical Engineering .... 119 129 
Mechanization (4 13/16x7 5/16 80 100 
oe are 68 P70 
PHOEEL FROMTOOS oo ccsccsccs 163 176 
Re Ss eee eee 260 311 
Mining & Metallurgy........ 29 33 
Mcdern Machine Shop (4%x 

DOE Sst sesbdctawaedeaaase 331 336 
Modern Packaging ......... *152 *153 
Modern Plastics ........... 245 179 
National Bottlers’ Gazette.. 130 120 
National Petroleum News 

CWP $6 66.04.05: 6600994063202 132 141 
National Provisioner (w)... §173 134 
Oil & Gas Journal (w)..... *§\|E497 *§E508 
CE WOONIT CW) cciscccccace *|$256 *$308 
Organic Finishing .......... 14 17 
Paper Industry & Paper 

| Sanaa 82 97 
Paper Mill News (w)....... *§(/121 *130 
Paper Trade Journal (w)... *||184 *158 
Petroleum Engineer ........ 155 174 
Petroleum Refiner .......... 207 216 
Cae Ot MNEED fc cccuscceesen *103 *96 
i OOP PE Tee TERT Cree 257 296 
Power Plant Engineering... 126 144 
Practical Builder (10%x15). 29 25 
ic, |) Ce eee err 64 54 
Product Engineering ....... *331 *386 
Production Engineering & 

Management ............. 107 152 
Products Finishing (444x614) 75 78 
Progressive Architecture 92 102 
yo ee errr er 260 266 
Railway Age (w).......... ||260 239 
Railway Purchases & Stores. 112 111 
TERS ee 88 92 
OSE gi rr §111 $104 
Sewage Works Engineering. 30 27 
Southern Power & Industry. 93 124 
8 rrr ere *t584 T615 
MORON. 344.4545 00005000% 15 25 
Telephone Engineer ........ *$59 *§69 
TEHONORY CW) ccrisicecsus *$|/E119 *§ 4122 
ree 04 91 
> Per ree cre ree 93 90 
Water Works Engineering 

DS... Padus v4odaee ge ees s 54 51 
Water & Sewage Works.... 154 58 
Welding Engineer .......... §79 *64 


Unless otherwise noted, all publications are monthlies and have 


Pages Pages 

1946 1945 
West Coast Lumberman..... “Say 115 
Western Construction News. 103 113 
WOOG WOFKEE a. ccccccccss “75 *74 
Woodworking Digest (4%x 

WUEP “shteoradee va doedeeoas 101 95 

pe ee eee ae 15,815 17,171 

Trade Group 
American Artisan .......... 9 85 
American Druggist ......... 181 142 
Boot & Shoe Recorder (semi- 

Re Ae eee *$15 *160 
Building Supply News....... v9l 90 
Chain Store Age— 

Administration Edition 

COMBINATION .....200506 34 36 

Druggist Edition ......... $142 $135 

Fountain Restaurant 22 22 


General Merchandise Va- 


riety Store Editions .... 150 117 
Grocery Editions ......... 113 98 
Commercial Car Journal.... §293 193 
Domestic Engineering ...... 154 135 
Electrical Merchandising (9x 

Set tatecav satenaeas skanes *163 *189 
Electrical Wholesaling ..... 131 97 
Farm Implement News (bi- 

Or errs oe j144 117 
Fueloil & Oil Heat ........ 114 61 
Pg iy oo reer 87 82 
eR Prrer eere 12 8 
Hardware Age (bi-w)....... 385 $264 
Hosiery & Underwear Re- 

WME sicathnccks aseaesess 136 6119 
Jewelers’ Circular—Keystone 296 193 
Lingerie Merchandising 67 F56 
Liquor Store & Dispenser... 58 63 
Men’s Reporter (9x115%).... 187 150 
Peete ORIN kk deccsdiases 227 2238 
MN eacie dna Sek d WA 00's WOU 151 145 
OO a errr 124 113 
NJ (National Jeweler) (5%x 

BURR Gaara gh:ho45 ako wae ae 303 233 
Office Appliances (6 5/6x10). 145 127 
Photographic Trade News 

ot errr errr 55 34 
Plumbing & Heating Jour- 

BEAST Pre erie eae 55 48 
Sheet Metal Worker........ *54 *66 
Southern Automotive Jour- 

Se ee re ee ee 109 86 
Southern Hardware ........ 100 99 
Sporting Goods Dealers..... v183 88 
Syndicate Store Merchandiser 

CUUEEUED dcgaeseeue nesses 126 112 

WE, Sig vn bXd D04 bd 0Ke Ree 4,896 3,936 

Export Group 
American Automobile (Over- 

ORG TATION) 6c icieccececds 49 33 
American Exporter (two edi- 

NER, ho Seca c cess cass ane 411 376 
Automovil Americano ...... 69 56 
Caminmes YY CANe6...6..65.. R26 40 
Py yo ee rr 50 47 
Hacienda (two editions).... 102 108 
Ingenieria Internacional 

ee eee ee 79 83 
Ingenieria Internacional 

errr rer er Tee 118 116 
Petroleo Interamericano R63 128 
Revista Aerea Latino 

PEI ais Sara ss be d5030.008 *3¢ *33 
MOVidta BOUATIA «2... 06sccs 12 9 
Spanish Oral Hygiene 

Reo ee | ee 50 44 
WOT, FOCTOIGUM «2 6665.55 58 53 

0 a ere ere 1,109 1,126 

Class Group 
Advertising Age (w) (10%x 

RPS eer rere | t289 214 
American Funeral Director. 63 50 
American Hairdresser ...... 7 66 
American Restaurant ...... 80 7 
Banking (7x10 3/16) ....... 54 66 
SS ae 135 150 
BOCTUIMEEIO FABIO occ iicssces 85 838 
Hospital Management ...... 75 66 
Hotel Management ......... 118 97 
Hotel World-Review (w) 

8S) eee rr *]/41 32 
Industrial Marketing ....... 105 119 
Medical Economics (4%4x6%) 130 102 
Modern Beauty Shop ....... 107 84 
Modern Hospital ........... 183 175 
Modern Medicine (4%4x6%). 170 126 
io gk ae | 82 66 
Oral Hygiene (4 5/16x7 3/16) 149 143 
Restaurant Management ... 69 75 
Scholastic Coach ........... 35 30 
School Management (9%2x 

4 (Rare rrr er rer 32 24 
Traffic World (w)......... 96 89 

WOME adccestccteccacsesic QAO 8a 


§Includes special issue. 

*Includes classified advertising. 
vEstimated. 

|Last issue estimated. 

pTwo issues. 

EFour issues. 

tFive issues. 

FEstablished July, 1945. Formerly Part 
II of Hosiery & Underwear Review. 
GNot including Lingerie Merchandising 
now published separately. 

RMonthly starting January, 1946. 
tMonthly starting July, 1945. 

ypNot including Organic Finishing now 
published separately. 


| Service Features 
Ruled ‘Must’ on 


WLW Commercials 


Cincinnati, May 15.—Station 
WLW made it a rule today to in- 
clude service features such as 
weather reports and time signals 
on every nighttime announcement. 


| These features, it pointed out, are 
| regularly included in many of the 
station’s daytime programs. 

This improved service for listen- 
|ers in the WLW area, officials said, 
will include both station breaks 
|and one-minute announcements, 
Hereafter, all station break com- 
mercials will be limited to 15 sec- 
|onds, while the commercial portion 


| 
| 
| 
| 
| 
| 


of one-minute announcements will 
be held within 50 seconds. 


Mutual Joins NAB; 
ABC Only Holdout 


The Mutual Broadcasting Sys- 
tem has joined the National As- 
sociation of Broadcasters, because, 
said Edgar Kobak, MBS president, 
“we believe that everybody in 
radio has a responsibility to the 
industry. As a member we hope 
better to uphold our share of this 
responsibility and to further the 
interest of sound broadcast prac- 
tices.” 

Mutual became the third major 
network to join NAB, the last 
holdout among the Big Four being 


ABC. With addition recently of 
1102 members, NAB’s total mem- 
‘bership was increased to 745 ac- 
‘tive and 209 associate members. 
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MEET YOUR MIGHTY MARKET, FARM STYLE! 


It’s the 11th Annual Magic Empire Junior Livestock Show, 
which put more than $80,000 in sales and premiums into 
the pockets of over 650 young stockmen participating in the 
event. These hundreds of 4-H Club and Future Farmers of 
America members came to Tulsa this year as guests of “The 
Oil Capital Newspapers,” the Tulsa World and Tulsa Tribune. 
These boys and girls of today are the men and women of 
tomorrow who will guide the destinies of Oklahoma, the 
Pivot State of the Southwest. Men and women who will 
better the best of past performances in building a solid-based 
natural economy of untold wealth for Oklahoma and its 
Magic Empire! What an opportunity to forcefully build up 
the success of YOUR Product, 
when you TELL and SELL their 
' : ; °: entire community on its mer- 
Ring " os -_— as ae its through the pages of the 
ndising ta .. Be * Seeeee Poel ii ae ot meer newspapers THEY READ! 
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Your Entrance to the 
$4 Billion Medical Market ‘| 


In his perpetual battle against 
disease, the doctor's word is 
law. He influences the buying 
habits of virtually every Amer- 
ican family in the purchase of 
drugs, foods, clothing, etc. Ob- 


Reaches Every Doctor oa 


viously, the doctor - 
specifies those prod- i 
ucts with which he = 
is most familiar. This familariity 
comes to him through MODERN 
MEDICINE. 


... Every Month 


Paper Quotas in 
Britain Keep Ads 


at Wartime Level 


London, May 10.—With the ex- 
ception of a few commodities, 
notably automobiles and retail 
draperies, British advertising ex- 
penditures for 1945 remained at 
approximately the same level as 
1943-44. 

This failure to reflect a marked 
postwar recovery in industry, ac- 
cording to London observers, is 
to be expected in view of con- 
tinued restrictions on paper quotas 
for magazine and newspaper use. 
Restrictions were lifted only 
slightly during 1945, leaving un- 
changed the size of the standard 


wartime four-page British daily. 

Figures in a recent issue of Sta- 
tistical Review, London, indicate 
that the $58,000,000 advertising 
“take” of British newspapers dur- 
ing 1945 actually was a slight de- 
crease from figures for the pre- 
ceding year, and an increase of 
less than $3,000,000 over 1943 fig- 
ures. 


Commercial Ads Grow 


During the corresponding three- 
year period, British government 
advertising expenditures dropped 
from about $8,000,000 to $5,600,- 
000, while revenue from commer- 
cial advertising showed a gradual 
increase from about $47,400,000 to 
$52,500,000. 

Commodities which showed an 
increase in advertising expendi- 
tures of $20,000 or more during 


Colossus Sparks 
to NEW IDEAS 


oo orchards from his private airplane. 
or instance, to control insects. Throwing a 
switch or shifting a gear to grind his grain, light 
his place, pump his water, milk his cows, drive 


his tractor. 


een ee 


cits 


et OE oop 


de huk te « 


peller. With it, he can inspect crops, livestock, 
fences . . . spot forest fires . . . control insects... 
check on soil erosion ...even hop to town for 


machine parts, or a doctor. 


Advertising Age, May 20, 1946 


the final quarter of the year, as 
compared to the corresponding 
period in 1944, included private 
and commercial automobiles, re- 
tail draperies, toilet and hand 
creams, tires and tubes, radios and 
custard powder, in the order listed. 
Cigaret advertising during the 
same period dropped from about 
$260,000 in 1944 to approximately 
$240,000 in 1945 . 


Foreign Traveler 
Expects to Spend 
$1,914 on Trip 


New York, May 15.—The aver- 
age expenditure for each person 
on a foreign trip will be about 
$1,914, according to a survey pub- 
lished recently by Inter-Ameri- 
can. The magazine found that its 
readers expect to spend about $130 
per week during the trip, and that 
the average length of the trip will 
be seven weeks. 

Of those replying, 86.5% were 
more than 30, 65.9% were more 
than 40. Sixty-four per cent 
were in the nation’s top 13% 
financially (over $3,500) and 45% 
were in the top 4% ($5,000). 
Fifty-eight per cent are married. 

Ninety-one per cent of the group 
plan to travel to foreign countries 
during the next three years. All 
this 91% will go to Latin America, 
some of them to other countries. 
One person in three will go to 
Europe, one in six to Hawaii, one 
in 20 to the Orient. Six out of 10 
will go by ship, five of 10 by plane, 
three of 10 by rail. The bulk of 
travel will be in the summer. 


medium-price accommodations in 
hotels and while traveling. Nine 
of 10 people will be gone for one 
month or more. 

Wallace Thorsen Organization is 
handling the survey. 


St. Louis Adclub to 
Sponsor Ad Exhibit 

The Women’s Advertising Club 
of St. Louis will sponsor a three- 
day exhibit of St. Louis adver- 
tising May 23-25, in conjunction 
with the second national Erma 
Proetz Award. Three cash prizes 
of $50 each and individually in- 
scribed plaques will be given for 
the most outstanding advertising 
produced or created in St. Louis 
during the period from March, 
1945, to March, 1946. The exhibit 
will be held in the Gold Room of 
the Jefferson Hotel. Awards will 
be presented May 23. 


Print it in. 
the West . 


FOR WESTERN 


DISTRIBUTION — 


Three out of four people prefer 


Be sure of this: The more responsive he is to new 
ideas, the more he depends on Country Gentleman. 
It is his and his family’s friend and guide. This 
magazine is read . .. and relied upon... on 
America’s top-half farms, enjoying nearly four- 


New ideas... new and better ways of doing things 
. . . these are the very breath of life to Colossus. 
They help him produce more, earn more, labor 
less, and share in the good life he has helped to 


%& Los Angeles 


create. Colossus is modern in every respect. 


Take his interest in aviation. He sees the airplane 
as an efficient tool of farming, enabling him to 
cover great distances in the twinkling of a pro- 


fifths of the national farm income. 


It is not only a guide to better farming, but a 


guide to better living and 


better spending, as 


alert advertisers have discovered. 


 —_ 


NATIONAL SPOKESMAN FOR AGRICULTURE 


A CURTIS PUBLICATION 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
om request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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| HIT THE QUALITY BULLS At — 
TO 0 seu Nigh Quality pit Ae. 
Stoducts.. gf ¥. 


+ son Mk C 


PLEASE NOTE: 


There is no other magazine in 


America’s leading families live on 


the country that has so great a 
the country that has 20 great © QUALITY STREET 
number of prosperous homes at so And, to families on Quality Street are delivered, each week 


low an advertising cost. PLEASE 


nia 250.000 


copies of The United States News—a total 


readership of well over 1,000,000 men and women 


For 13 years this magazine has carried the advertising of many 
Quality products and services—in 1945, some 140 accounts — 


Passenger cars...Airplanes... Power Yachts... Railroad travel... Steamship 
travel... Air travel...Resorts...Insurance...Banks...Investment 
Houses ...Pipes...Cigarettes...Beer...Liquor...Tobacco...Watches 
... Jewelry... Tires ... Lawn Mowers — and quite a few others. 


THE UNITED STATES NEWS 
(250,000 GUARANTEE) 
The Direct Route to those who O. K. corporate and family purchases. 


DANIEL W. ASHLEY 
Vice President in Charge of Advertising 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


* 90.1% say they read it cover to cover * 
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An Over-All 


Contact Service 
for manufacturers of 
OFFICE GOODS 


The Modern Stationer—covering direct- 
buying dealers 

Modern Retailing — Blanketing those 
dealers who buy from wholesalers 

Effectos de Escritorio ; — a business 
magazine, printed in Spanish, for 
Latin American buyers of office 
supplies. 

A picture of this contact service, ap- 

plied to specific products, is available. 


Modern Publications 
250 Fifth Avenve New York 1 


West Coast Plans 
Campaign Against 
Motor Accidents 


San Francisco, May 15.—Admit- 
tedly the hotspot of the nation for 
traffic fatalities, California is 
massing its forces for an all-out 
campaign against highway acci- 
dents. 

The Pacific Advertising Associa- 
tion recently announced its full 
support of the safety campaign 
just launched nationally by the 
Advertising Council. The battle 
will be conducted locally by the 
San Francisco Advertising Club, 
according to Robert H. Willson, 
chairman of the club’s committee 
on public affairs, and Charles W. 
Collier, managing director of the 
PAA, 

Allan M. Wilson, assistant to the 
president of the Advertising Coun- 
cil, is visiting here and is assist- 
ing in organizing this special pro- 
gram. A task force agency will 
be appointed soon. It will be sup- 
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managing director, Pacific Advertising 


PLAN FIGHT ON TRAFFIC TROUBLE—San Francisco admen giving local back- 
ing to the Advertising Council's safety campaign include, left to right: Herbert 
Kirschner, president of the San Francisco Advertising Club; Charles W. Collier, 


Association; Robert Willson, chairman, 


adclub public affairs committee; Allan Wilson, assistant to the president, Adver- 
tising Council, and Earl Campbell of tne National Safety Council. 
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plemented by an advisory group 
composed of key advertising men 


from eight western cities. 


Task force agency for the food 
conservation campaign in the 
West, also sponsored by the PAA 


THE ONLY BALTIMORE STATION 
Cited by 
BILLBOARD ano VARIETY 


BILLBOARD 


WFBR gets Billboard Award for ‘“‘Hobby 
Club of the Air’ and special mention by 
Variety for work on Children’s Programs. 


Two more examples that WFBR—Balti- 
more—is a living, breathing radio station that 
accepts full responsibility of a radio station’s 
duty to the community. 


This duty has always taken the form of 
civic, charitable and church support and in 


MEMBER—— AMERICAN BROADCASTING CO. 


the cases noted by Variety and Billboard of 


* NATIONAL REPRESENTATIVE ——JOHN BLAIR & CO. 


initiative in prograrns that have .to do with 
the welfare and education of Baltimore children. 


This is typical of WFBR 


—Baltimore’s only 


Radio Station that attracts large studio 
audiences. and crowds of daily visitors—the 
only Baltimore Radio Station that gives all 


the glamour of Radio City 


in smaller replica. 


Not just a spot on a dial, WFBR delivers 
the real Baltimore listener—the one who 


listens and buys. 


Advertising Age, May 20, 1946 


in cooperation with the Adver- 
tising Council, is the San Fran- 
cisco office of Batten, Barton, Dur- 
stine & Osborn. 


Woolf Condones 
Escapist Copy 
for Mass Market 


New York, May 15.—James D. 
Woolf, former vice-president of 
J. Walter Thompson Company, be- 
lieves that much of today’s adver- 
tising copy is shooting far over the 
heads of the masses. 

To document his thesis, and to 
suggest practical techniques on 
“getting down to earth,” he has 
written “Advertising to the Mass 
Market,” published today by the 
Ronald Press Company ($3.50). 

Mr. Woolf considers that the 
very large majority of the Ameri- 
can people in every income bracket 
are “simple, elemental beings” and 
that “few use the grand preroga- 
tive of the mind.” 


No ‘Rich Inner Life’ 


“There seemingly is no culture 
and intellectual competence in the 
United States that corresponds to 
our high material standard of liv- 
ing,” Mr. Woolf says. “Nowhere 
else in the world are there to be 
found so many millions of favored 
people so spiritually and intel- 
lectually starved, so lacking in a 
satisfactory philosophy of living, 
so devoid of anything that even 
approaches a rich inner life.” 

Depressed by the apparent im- 
portance of the soap opera and 
the comic strip, Mr. Woolf ob- 
serves that the average American 
is totally without intellectual re- 
sources; is lonely and bored. 

Without offering any educa- 
tional solution, the veteran copy- 
writer asks the advertising man to 
write what the average American 
mind can understand; to appeal to 
the various fundamental urges 
that motivates man, and thus to 
make him happier and more con- 
tented with life. 

“Advertising that makes people 
feel good, that offers them just a 
little escape from the anxieties 
and frustrations that weigh them 
down,” Mr. Woolf holds, “is very 
good advertising indeed.” 


WLIB Names Diamond 


Rhea Diamond, associate pub- 
licity director of WNEW, New 
York, and previously with the 
press department of WMCA, New 
York, has been named director of 
publicity and promotion of WLIB, 
Brooklyn, effective June 1. 


PRINTING 


AITHORN service is 
ith ee andaa 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Whitehall 2300. 


A 


Faithorn Corporation 
400 N. Rush St., Chicago 11, Illinois 
A Complete Day and Night Service for 


~ Advertisers and Advertising Agéncies 
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sieties Ina recent study of Houston families made by The Houston Chronicle, the question 


them 
dies “What type of advertising do you depend on most in making family purchases?” 
was asked. It was found that newspapers led all other media combined by a ratio 


pub- of 3 to 1. 


, New cme em mw sss ees Ss ees ss ee eeee- 


IN MAKING FAMILY PURCHASES... 


75% 797% 


OF HOUSTON FAMILIES OF CHRONICLE FAMILIES 


Depend Most On Depend Most On 
Newspaper Advertising Newspaper Advertising 


ag: The Houston Market is sold & 
He when your story is told BJ a‘ fe 
ta eee in The Chronicle : 


R. W. McCARTHY THE BRANHAM COMPANY 
National Advertising Manager National Representatives 
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—SPEARHEAD > 


Don't Be Satisfied with Ordinary 
Wasteful DISPLAYS 


Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results. 


We are a Display Agency and co- 
operate fully with your advertising 
agency to “Pipe-in" the force of na- 
tional advertising. 


MERCHANDISE (i 1.x 


Write 


YOUR DISTRIBUTION PROMOTION PLANS WITH 


LEADERSHIP AT “POINT OF SALE” 


For A. Stein & Company 


DRAMATIC DISPLAYS FOR THE WINDOWS 


Also Complete Services for Every Other Point of 
Sale Activity 


36 + +» 420 Pictures . .. an Exhibit of Performance. 
@ copy of it Today 


on your business letterhead. 


America's Largest Organization Specializing 
in Merchandise Presentation. 


W. L. STENSGAARD & ASSOCIATES, INC. 


314 N. JUSTINE STREET ¢ CHICAGO 7, ILL. 


New Book Gives 
Basic Australian 
Sales, Market Data 


New York, May 15.—Foreign 
traders interested in the Austra- 
lian market will find a_ useful 
basic guide in “Australia: The 
New Customer,” by Howard Daniel 
and Minnie Belle (Ronald Press, 
$4.50). 

The authors were members of 
the information division of the 
Commonwealth’s War Supplies 
Procurement staff in Washington 
during the war. 

Although Australia’s population 
is approximately equal to that of 
New York, the authors point out 
that in prewar years each in- 
dividual in the Commonwealth 
consumed nearly as much Ameri- 
can production ($9.14) as the com- 
bined amount consumed by a 
Frenchman, a German, an Italian 
and a Japanese (total $9.29). While 
American brands are familiar 
“down under,” the British still 


take a much larger portion of the 
total trade. 

Distribution channels and mar- 
keting techniques in Australia are 
similar to those in the U. S., the 
authors point out, but market 
analysis is hampered by the lack 
of a census of distribution such 
as that taken in this country. 


Study U. S. Ads 

Australians prefer “manufac- 
tured in Australia” products, but 
manufacturers in the Common- 
wealth study American advertis- 
ing closely, both for techniques 
and for product designs for which 
they may obtain manufacturing 
licenses, 

Newspapers and radio are major 
media, with outdoor and maga- 
zines secondary. Few periodicals 
boast circulations higher than 25,- 
000. Sunday news and picture 
magazines, distributed by metro-" 
politan dailies, are important con- 
sumer media, 

Australians are radio-minded, 
having one transmitter for each 
56,000 population, compared with 
one for each 137,000 in the U. S. 
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HE popularity of all network 
oe radio programs is measured reg- 


To make the morning fly... 


~~ Listen to 


ABC 


AMERICAN RROADCASTING COMPANY 


on 


ee 


se itie Aap att 
# f 


hy 


#5 


Betty Crocker 
Letters, ee oe 
atizations -~ b 

pot fall of helpful hints 
for every WOMsN. eon 
at 10:25 * ™-, ees ; 
Monday through Friday. © 
(General Mills) 


ln 
ns 


progr am, 


eat od (General Milts) 


..- to build a bigger audience 
for ABC advertisers 


he Breakfast Club 


through FO 
Swift and Phijce 


on you 
rough Friday at 
through Friday at 


EOST. 


The Listening Post 
i { ta 

Dramatizations oF 

Evening Post stores. Paige agneohor 


tertainment by seient. Tuesday 


finest dramatict 


40:45 a... €DST. 
(Corts Publishing Co.) 


Home Edition | 
Hear Gil Martyn’s hot-o 


he wit he 
preg the Coronet Story 


| Teller. 


Why more leading companies 


going, com 


mous Saturday 
Top-notch ef- 


OTs 


i. 


ws and Marvin 


at 11:30 a. ™., 
Monday through 
cKelloga> 


Albert, Bride and Groom, Al 
Ladies Re Seated, The Ja 
Show and Try ’n’ Find Med, 
It's because ABC offer 
tin the way of good ented 
morning. noon and nigh 
many millions of famihe 

coast, are setting their 
leaving them set~—-on ABC 


Aimics B 


A NETWORK OF 


ularly by independent research 
services. These surveys tell us that 
ABC is the most-listened-to network 
on the air every weekday morning 
from nine to noon (EDST). In fact, 
quarter-hour by quarter-hour, ABC is 
in first place more often than all other 
netrouorks combined. 
Once women have started a cheery 
7 , day with the chuckle-full Breakfast 
‘ Club and the entertaining shows that 
follow, they’re more than content 
to tune in their ABC stations every 
morning-~-and leave their dials set! 
. ABC keeps women listening right 


202 KAT 


are advertising on ABC today 


Advertisers who want a nation-wide audience 
during good time periods at low cost are buying 
time on ABC today. One network costs 43.7% 
more per evening half-hour than ABC; another 
costs 28.7% more. Yet ABC’s 202 stations 
teach all the people who live in 22 million 
radio homes located in practically every major 
market in the United States. Jf you are an ad- 
vertiser, remember that a good ABC time period 
bought today means a valuable franchise for 
years to come. 


Advertising Age, May 20, 1946 


CHIFFON 


COMES T0 


Ws here today! Chiffon Soap Flakes—the fine 
fabric soap that wok New York, Chicago, Phils 


Pi A, : ‘ & Saas 
No Purer Soap was ever made... 


ADDS MARKET—Armour & Co.'s 

Chiffon soap flakes, which so far have 

been distributed in only a few markets, 

were promoted in Detroit recently 
with this newspaper copy. 


fi. 


and one for each 3,500,000 in 
Britain. 

Market planning is aided by the 
fact that agents, distributors and 
wholesalers’ territories usually co- 
incide with the political bound- 
aries of the states, while the six 
capital cities serve as the primary 
marketing centers. 

The 10 largest national adver- 
tisers in the leading metropolitan 
dailies in December, 1943, were: 
Lever Bros. Company; W. D. and 
H. O. Wills (tobacco); Carreras 
(tobacco); De Witts (patent medi- 
cines); Cadbury’s (foods); Aspro 
(patent medicines); General 
Motors; Heinz, Jantzen, and Bex 
A. P. C. (patent medicines). 


Both world wars were 
won by the side with the 
biggest circulation, and 
the triumphs of industry | 
are won the same way 
. . . In Washington, the 
first newspaper for both 
quality and numbers is 
the Times-Herald. 


Editor and Publisher 


TIMES-HERALD . 243,902 
The STAR . . . 207,859 
The POST. . . 168,345 


The NEWS. . . 105,231 
as of September 30, 1945 


Times a Herata 


WASHINGTON, D. C. 


National Representative 
GEO. A. McDEVITT CO. 
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> IS NOT A TOWER OF BABEL. 
It’s true the motion picture colony is drawn 
from the Four Corners of the Earth; but 
this doesn’t mean Hollywood is a land of 
easy money. While success is handsomely 
rewarded here, the returns are based on 
the quality of each individual’s contribu- 
tion to World Entertainment. 

Motion pictures represent the fourth 
largest industry in the nation. The gold its 
product earns comes from every part of 
this spinning globe. Most of these earnings 
find their way into the exchequers of Amer- 
ican stockholders. They are the real own- 
ers of this reel industry. It is not generally 
known but the simple truth is this: 

Motion picture company shares are as 
widely distributed among investors (large 
and small) as steel, railroads, public utility, 
mining or any other backbone-industry. 

Because its leaders recognize their in- 
dustrial responsibility, Hollywood cannot 
afford to be wasteful. Yes—a single picture 
may cost millions. And yes—stars,directors, 
writers, executives, are paid very high sal- 


aries. So what? This money is spent to 


WHAT 
§ HoMywood 
ISN’ T 


BY DARRYL F. ZANUCK 


VICE-PRESIDENT IN CHARGE OF PRODUCTION 


20TH CENTURY-FOX FILMS 


achieve flawless production ; absolute per- 
fection in entertainment; and to reward 
individual artistry on a competitive basis. 

The idea that motion pictures are pro- 
duced in haphazard fashion is wrong. Every 
step of every major production is planned 
long before shooting starts. Technical stafts 
can tell (barring unforeseen emergencies) 
which scenes will be shot on which day ; 
what players will appear in those scenes ; 


how long it will take to film them. This is 


estimated in terms of dollars of actual cost. 


TYRONE POWFR AND DARRYL F, ZANUCK 


Before Advertising America can really know what Hollywood is, it must learn what Hollywood isn’t. 


As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to present 


this editorial advertisement by Darryl F. Zanuck . . . who is in position to speak with authority. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA * National Representatives: STORY, BROOKS & FINLEY, INC. 


1 know —visitors to a studio set often get 
the impression that everything is moving 
at a pellagra-pace. But this is only part of a 
deliberate, painstaking effort to get pic- 
ture-perfection. Experience has proved 
that in screen production—as in many other 
things—haste makes waste. 

There is no other industry about which 
there is so much misinformation and mis- 
conception. Hollywood’s acknowledged 
superiority to all other film capitals is based 
purely on “know-how.” Just as everybody 
in other countries envies Hollywood, every 
American should be proud of it. I know I 
am—after studying the Hollywood scene 
for many years and learning not only what 


Hollywood is but what Hollywood isn’t. 


A QUICK PICTURE OF THE 
HOLLYWOOD MARKET 


The concentrated buying power 
of the Hollywood Trading Area 
[greatest in the Pacific Southwest] 
plus the density of Hollywood's 
population [second greatest in 
Pacific Southwest| explains why 
Hollywood rates: 


*17th in national drug sales 
*18th in national food sales 


*19th in national total sales 


This rich sales area is blank- 
eted only by the Hollywood 
Citizen-News and Advertiser. 


*Source: 1939 U. S. Census of Business 
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tenn ee See |“ 
Cover Catholic ! 
Schools, Churches, 
and Institutions 


| They sat in on similar courses 
/at three Dallas high schools, vis- 
| ited the Merchant’s Retail Credit 
| Association, and toured Dallas de- 
| partment stores on the trip they 
Dallas, Tex., May 14.—In the | had saved for months to finance. 
| first experiment of its kind, 17 | A tabulation of student reac- 
Oklahoma City high school stu-/ tions, time factors and scholastic 
dents studying distributive educa- | accomplishments is being made by 
tion courses on their own initiative | Dr. Ned L. Reglein, associate edi- 
flew here for first hand informa- tor of Air-Age Educational ° Re- 
tion about Dallas department store | search of New York, who accom- 
methods, and flew back again in| panied the students. 


Flight to Dallas 
for Retail Study 


| 
| 
| 


Fema eeee*%4q 


135 W. WELLS ST. MILWAUKEE 3, WIS. | 


TWA Appoints Watson 


Hubert C. Watson, formerly as- 
sistant advertising manager and 
assistant to the traffic manager of 
Pan American Airways in New York, 
and later associated with Walter 
Dorwin Teague, industrial design- 
_er, has been appointed senior staff 
| assistant in connection with traffic, 
/advertising and _ organizational 
| functions of the international divi- 
| sion of Trans World Airline, New 
| York. 


TOLEDO VOTERS WIR 


HHT 


~——TOPAY MORE TAXES 


Payroll-Income Tax approved in Referendum 
TOLEDO TODAY Translates into Reality 


= its Desire for a Finer TOLEDO TOMORROW 


ACTION UNPRECEDENTED IN 
HISTORY OF AMERICAN CITIES 


On April 11, 1946, the citizens of Toledo marched 
to the polls in great numbers and in a referendum 
election voted by a decisive majority to impose upon 
themselves a one per cent payroll-income tax to place 
the city’s finances on a sound basis and to provide 
adequately for expanded city facilities and services. 

This was the climax to an intense and hard-fought 
campaign. 

In support of the tax, citizens of the most diverse 
interests and affiliations flocked to the standard of the 
United Toledo Committee, which in an all-out effort 
used every medium of publicity to acquaint the voters 


dawned for Toledo. 


ROW. 


dren to grow up in. 


belief that with the approval of the tax a new day had 


Allocation of the income flowing to the city from 
the new tax, which is in effect for five years, is rigidly 
restricted to constructive purposes. 

The good people of Toledo have found their own 
way to finance TOLEDO TODAY and provide many of 
the betterments envisioned for TOLEDO TOMOR- 


Toledo citizens have decided what kind of city they 
want to live in—the kind of city they want their chil- 


And they have shown, by their amazing loyalty to 
their own home town, that they are willing, and indeed | 
anxious, to pay for what they want. 


with the issues involved. 

A vigorous opposition, centering its attack not on 
the principles of the tax but on details of the legisla- 
tion, was equally active. 

As a result, the searchlight of public interest was 
focused on every aspect of the city’s financial condition 
and operations. The customarily dry figures of munici- 
pal finance suddenly came alive as matters of vital 
day-by-day interest to the people. 


This was truly democracy in action. 
e e * 


When the fight was over, it was over! 
The conscientious supporters of the tax were 
joined by the equally conscientious opponents in the 


As perhaps the oldest resident 


of the trade, ‘‘shot the works” 


a part in the result. 


THE BLADE “SHOOTS THE WORKS” 
FOR PAYROLL-INCOME TAX 


was founded), The Blade had an intense interest in the pay- 
roll-income tax campaign. Believing that the tax was needed 
to put the city on its financial feet, The Blade, in the parlance 


tensely proud of the people of Toledo, and happy to have had 


And The Blade likes to think that TOLEDO TOMORROW, which 
it presented to the people as an inspiration for future living, 
has had an influence in helping the citizens decide to do some- 
thing for TOLEDO TOMORROW —today! 


of Toledo (here when the city 


in its support. The Blade is in- 


TOLEDO BLADE 


—- One of America’s Great Newspapers 
=: REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


oa 
oD. 


Advertising Age, May 20, 1946 


National Brands 
Gain, Cleveland 


Survey Reveals 


Cleveland, O., May 14.—Cleve- 
land housewives during June, 1945, 
showed a distinct tendency to buy 
in smaller service stores where 
their identity was more easily es- 
tablished with the manager, ac- 
cording to the first section of the 
tenth home survey, conducted by 
the Cleveland Press. 

The analysis also disclosed that 
during that period there was a 
marked increase in the popularity 
of nationally advertised brands 
over private label goods. Part of 
this national brand popularity is 
credited to availability of merchan- 
dise, while increased incomes are 
believed also to have influenced 
buyers’ choices. 

The first section of the home in- 
ventory covers food products, home 
canning and home gardening. 
Other sections including reports on 
toiletries, wearing apparel, house- 
hold goods, automotive and general 
buying habits will be released 
shortly. More than 6,200 Cleveland 
families were queried through 
anonymous ballots to determine the 
results. 

Service stores scored most heav- 
ily over supermarkets in low in- 
come areas and most lightly in 
suburban areas. In the first two 
income’ brackets, supermarkets 
scored a majority over the service 
stores. 

The inventory indicated that 
| Cleveland grocers were successful 
_in switching part of Saturday vol- 
| ume to Thursday and Friday, 
| thereby decreasing the Saturday 
| congestion and assuring customers 
| of better service. 


| Frost Adds 5 Accounts 


Harry M. Frost Company. Bos- 
ton agency, has added the follow- 
ing accounts: Acme Chemical, 
|Modern Transportation Company 

| and Sheppard Wool Company, Bos- 
|' ton; Royal River Packing Com- 
_pany, Yarmouth, Me., and Delham 


'Food Products Company, Cam- 
| bridge, Mass. 
BBB Elects Three 

Arthur Stelzer, president of 
| James McCreery & Co.; Sylvan L. 
| Froelich, president of Ludwig 
Baumann, and John C. Wood, 


| president of Brooks Brothers, have 
‘been elected members of the board 
| of directors of the Better Business 
| Bureau of New York City. 
| . 
Gets Kil-Balm Account 
Maitland & Ross, Toronto dis- 
_tributor, has appointed McConnell, 
Eastman & Co., Toronto, to handle 
/national advertising for Kil-Balm, 
/new chemical rodent destroyer. 


Four A’s Elects Ferguson 

Charles E. Ferguson, vice-presi- 
_ dent of Batten, Barton, Durstine & 
| Osborn, San Francisco, has been 
elected chairman of the northern 
| California chapter of American As- 
| sociation of Advertising Agencies. 
Other new officers are: L. C. Cole 
of L. C. Cole Advertising, San 
| Francisco, vice-chairman; W. C. 
| Day of Leon Livingston Advertising 
| Agency, San Francisco, governor, 
_and Roswell Cochran of McCann- 
| Erickson, San Francisco, governor. 


| 


To 
Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Wse 
Setter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 
—$—————————— 
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— 
wo: NOW READY TO ACCEPT ADVERTISING 
me ; 
ng. 
a 4 7 
sed . / 
ind 
gh ACLS e 
che 
‘in I—SPORTS DIGEST, published monthly since September 1944! 
as 2—Circulation—45,000 net paid subscribers. Obtained without newstand sale! 
: Hl 
mi 3— Beginning September 1946 issue we go on newsstands nationally and guaran- 
tee 100,000 minimum average net paid for next 12 months! 

al, 4—12 MONTHS RATE PROTECTION! (That’s right. Not one, two or three, 
ny 
vl but twelve months rate protection to advertisers.) Effective September 1946. 

5—We feel we are exceptionally modest when we say that our circulation will well 
of 
a exceed 100,000 average per month. (Don’t forget the 45,000 already paid and 
d, 
rd ; steadily growing.) Before the ensuing twelve months are out we believe we'll 

be hitting double that amount; without increased rates to contract advertisers! 

i, ar 
le 6—SPORTS DIGEST ups its page total to 100 effective with its September issue! 
‘ 7—Profusely illustrated! 
& 
- 8—Rotogravure! 
le 
“ , 9—Mechanical data: Page (type size): 442" x 6%” deep. 
i Column depth: 6%”. Column width: 2 3 16”. 

10—For advertising rates or any additional information write to— 

i 
552 SOUTH SERRANO AVENUE, LOS ANGELES 5, CALIFORNIA FI-3104 
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Ford Plants Issue 
Their Own Papers 


Detroit, May 14.—Ford Motor 
Company this month simplified ‘its | 
company publications program with 
the appearance of the “Ford 


said that a chain of plant publica- 


tions has been started for em- 


ployes. Until now, the “Ford 
Times” had served in both capaci- 
ties, as an internal and external 
publication. 

An example of the new employe 
plant publications is the “Rouge 


features such as J. R. Williams’ 
factory cartoons. 

“Ford Times” is a_  64-page 
pocket-size magazine. Feature ar- 
ticles deal with farming, favorite 
recipes, human interest and factual 
articles. Cartoons are also in- 
cluded. Back cover affords space 


| for the dealer’s name. 


'Cleveland. Mr. Walsh, art direc- 
tor of Standard and its affilate, 
Sterling Tag Company, for the 
past nine years, will continue to 
direct the art department. 


'Mactadden Ups Rate 


| Effective June 1, Macfadden 
Publications, New York, will in- 


Kennedy, director of publications, 


Times” in its new role as a purely | News,” an eight-page, tabloid-size | 


external house organ mailed by! newspaper for employes at Ford’s . 
dealers to their local lists. Walsh Named Ad Chief 


River Rouge plant. The paper in-| 


crease the circulation guarantee of 
_Macfadden Women’s Group from 
| 2,250,000 to 2,750,000 and will in- 


: ae ; | Richard J. Walsh has been ap- | crease the group rates, bringing |! , 
At the same time, William D. cludes two pages of sporting news, | pointed advertising manager of. the basic page rate up from $4,050 ing toward amalgamation. 
a fashion page and even syndicated | Standard Envelope Mfg. Company, to $4,950. 


FIRST TO PRACTICE 


It is only natural for a Sportsman’s mag- 
azine to support, editorially, any effort 
that promises better fishing and hunting 
and outdoor recreation. Field & Stream 
has done it for 50 years—with astonish- 
ing results. 

But Field & Stream goes a lot 
farther than that. America’s Num- 
ber One Sportsman’s Magazine 
makes the first material, as well as 
editorial, contribution to American Sportsmen. Under construc- 
tion mow is a new “Duck factory”’—over 5,000 acres of water 
and other thousands of prairie breeding grounds—in Alberta, 
Canada, donated and financed by Field & Stream magazine. These 
“Field & Stream Lakes” are being rushed to completion by Ducks 
Unlimited, one of our great national conservation organizations. 

It is always the unusual, the extra measure of service to Amer- 
ica’s Sportsmen, that makes Field & Stream an_ institution 
in the outdoor world. Sportsmen know it. Dealers know it. 
And advertisers know it. 

That’s why Field & Stream, among outdoor publications, has 
been first choice of advertisers for 35 straight years, every year! 


FIELD & STREAM PUBLISHING COMPANY 
515 Madison Avenue New York City 22 


WHAT WE PREACH! 


Dams are essential— 


Advertising Age, May 20, 1946 


Initiate Plans 
to Merge Three 
PR Associations 


_ San Francisco, May 14. — The 
/confused organizational pattern in 
|the public relations field may 


|shortly be clarified as the result 


\of discussions by the heads of three 
public relations organizations look- 


| Rex F. Harlow, president, 
American Council on Public Rela- 
'tions, disclosed this week that he 
had recently conferred in New 
York with Pendleton Dudley, presi- 
/dent of the National Association 
of Public Relations Counsel, and 
with George F. Meredith, president 
of American Publi¢g Relations As- 
sociation, with a view toward 
'merging the activities of the three 
| groups into one strong national as- 
_sociation of public relations in- 
terests. 

Indicating that the project met 
/the approval of all of the con- 
'ferees, Mr. Harlow told his mem- 
|bership that “we are laying the 
matter before our respective mem- 
'berships for discussion and_pos- 
| sible action,” and said that a full 
discussion of merger plans would 
| be placed before the annual mem- 
/bership meeting of the American 
| Council on Public Relations here 
| May 20. His letter to his own 
|members concluded: 
| “T am sure you wii join me in 
'some feeling of pride over the 
fact, revealed by my conference 
| with the other two presidents, that 
our council membership is larger 
_than the memberships of the other 
two associations combined, and our 
annual income, slender as it is, 
|}amounts to more than twice that 
of the other two combined.” 


‘Forbes’ Adds Supplement 

Forbes has inaugurated a 16- 
page supplement, “Finance,” and 
has added two to the financial 
staff—E. A. Krauss, formerly 
managing editor of Magazine of 
Wall Street, and Joseph Mindell, 
analyst for a New York stock ex- 
change company. 


To Hillman-Shane 

Allison-Kaufman Company, Los 
Angeles, manufacturer of diamond 
rings, has appointed Hillman- 
Shane, Los Angeles, to handle its 
advertising. Trade publications, 
/consumer magazines and dealer 
aids will be used. 


WJZ Advances Doty 


Clarence L. Doty has been ad- 
vanced from assistant sales man- 
ager to sales manager of Station 
| WJZ, New York, succeeding Robert 
I. Garver, who has resigned to join 
Alley & Richards, New York 
agency. 


REPLY-O LETTER 


TO SOLICIT 
INQUIRIES BY MAIL! 


With Reply-O Letter: 


You mail... 


USE 
| 


Prospects reply via 
| the built-in reply card . . . Your men 
follow up and close the sale. This 
procedure is successful for all types 
of business. 


What Are 
Your Needs? 


. Write to TH 


REPLY-O0 PRODUCTS CO. 


150 West 22nd Street, New York 11 
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You’r © Still Coming Back . .. from headline 
spots like Anzio, Bastogne, Okinawa . . . from Godforsaken 

blank spots on every map but memory... from jobs you never 
expected to do... and jobs you never want to do again. (Franklin 
McMahon, who suggested this ad and drew the illustration, was 
peacefully navigating a B-17 over Mannheim when someone knocked 

it out from under him and he sweated out the rest of the war in 

PW camps until the Yanks came in and took him out of hock.) 
You're coming back to drawing boards, production desks, conferences, 
lunches with clients, and all the little joys and ironies of salesmanship 
in print. We hear your voices on the ‘phone or meet you on the street 
and say, ‘Hello! Glad to see you back.’’ And you say, ‘‘Glad to 

be back.’’ What else is there to say? So here we are using a 


page to tell you so in print. Glad to see you back. 
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Bitter Struggle | 
Seen in Appliance 
Retail Business 


Newark, May 14.—Forecasting | 
dog-eat-dog competition in appli- | 
ance retailing, Albert P. McNamee, | 
special representative of McCall’s 
told the Essex Electrical League 
that the wise dealer in appliances | 
will begin aggressive selling im- | 
mediately. 

Common optimism in the appli- | 
ance field is based on several fac- 
tors, Mr. McNamee said, among 
them: (1) A tremendous volume | 
of obsolete and ailing appliances 
which require replacement; (2) an 
increase in family units from 35,- 
124,380 in 1940 to more than 
37,500,000 in January, 1946; (3) a 
new housing program which is ex- 
pected to average 1,000,000 units 
per year for the next ten years; | 
(4) an increase in wired homes of 
4,764,000 since 1940—many of them 
farm homes; (5) savings on deposit 
which exceed the total national in- 
come in 1940; (6) an unrivaled 
peacetime employment and wage 
level; and (7) as a result of war 
work, women have keener interest 
in automatic appliances. | 


Face Higher Costs | 


On the other hand, he reported 
that the appliance industry is be- 
ing retarded by the government’s 
policy, which permitted wage in- 
creases and rises in over-all costs 
of production. Price advances per- 
mitted the manufacturer, he said, | 
fail to meet added production costs, 
and retailers are being required 
to absorb some of the increased 
costs by accepting lower discounts. 


Production capacity in the appli- 
ance field has risen sharply. In 
1941, production of small appli- 
ances was $35,000,000; in 1946 it 
may be $140,000,000—an increase 
of 300%. Much of this comes 
from manufacturers new in the ap- 
pliance field, who expect to mer- 
chandise their products aggres- 
sively, and Mr. McNamee thinks 
the situation may call forth de- 
structive price-cutting. Saturation 
points in appliances are still dis- | 
tant, he said, citing 1942 figures 
for wired homes: Refrigerators at | 
72%; washers, 63%; ironers, 7%; 
hand irons, 95%; toasters, 59.4%; 
cleaners, 49.7%; and in 1948, | 
ranges, 12.9% and radios, 87.5%. | 

Retailing competition will be vig- 
orous, Mr. McNamee forecast, say- | 
ing that if his estimate is right 


/as many appliance retailers as the | developments, must cultivate new 


Highway displays, like your 
salesman, reflect your business 
by their appearance. Look your 
best — with National Adver- 
tising’s distinctive displays . . . 
attractively designed, sturdily 
constructed and continuously 
verviced. Weeds and brush 
are cleared regularly. 

A National Advertising dis- 
play is fresh, neat, _well- 
painted . . . maintained in tip- 
top condition — always. Be 
satished with no 
service less than 
this. Write us 
today for detail- 
ed information. 


istinctive 
|“ OUTDOOR 
| DISPLAYS 


NATIONAL ADVERTISING CO. 


WESTMINSTER, MARYLAND 


there are from three to five times | keep in close touch with market | Lessin Heads Ad Club 


- , I Lessin, Los Angeles S 
market will support. Many of these | customers, must sell aggressively Semeur, pod all denied ame 


retailers will be carrying compara- | (he advocates house-to-house), and| dent of the Junior Advertising 
tively unknown brands, and when | prepare their organizations for a|Club of Los Angeles. Other newly- 
the initial demand tapers off, price- | return to competitive business, elected officers are: Tiny Noble, 
cutting and trade-in allowances out = | —— a. ' pte = sos: = 
. 3 1 + . |pany, first vice-president; 0 

= te — 7” ee on te reed Stanfield Adds Account , <4 Little & Co., second vice- 
Retailers must also be prepared to) . : ‘dent: Bill Y blood, J. W 
meet increased competition from | Halliday Oil Burners, Toronto, | presi ent; Bi oungblood, J. W. 
d ; d Ontario distributor for Johnson| Robinson Company, _ secretary; 

epartment stores and company- | Qj} burners, has appointed the| Walt Davis, Western War Surplus 
operated variety stores, he said. — Toronto office of Harold F. Stan-| Stores, treasurer; Steve Nance, 

To meet this situation, according field Company to handle its adver- | Downtown Shopping News, public- 
to Mr. McNamee, retailers must tising. ‘ity director, and Charles Mottl, 


Advertising Age, May 20, 1946 


|Shaw Advertising Company, pub- 
lic relations director. 


Zimmer-Keller Boosts 5 


Walter F. Zimmer, president of 
Zimmer-Keller, Detroit agency, 
since its inception in 1918, has 
been made chairman of the board. 
Ralph E. Keller, vice-president, 
succeeds Mr. Zimmer as president. 
New vice-presidents of the agency 
are: Harry W. Calvert, E. LeRoy 
Pelletier and C. E. Rickard, all 
‘account executives. 
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, 1946 f Advertising Age, May 20, 1946 
» Pub- . Due to ex i ; i i 
| panded production replacement for several months; | supply will equal demand, Mr. Wil- 
— Tire Prvgene J resulting from the war,| 14% are smooth, and need early son said. Tractor tires, although 
4 'the industry can produce an un-| replacement. output is larger than ever before, 
5 Out ook Brighter, | precedented volume. Goodyear, ac-| Accordingly, Mr. Wilson said | will continue to be short through- 
ent of /cording to R. S. Wilson, vice-presi- | the needy 14% can be taken care | out 1946, he believes. 
gency, Says Goodyear dent, built as many tires in the of, providing there is pivensan | a 
3. has Akron, O., May 14.—The rub- first four months of ’46 as it did | distribution. Many motorists fear Conner Gets Account 
board. ber industry expects to produce during the first ten months of 1945./a shortage, he said, and are in-| Conner Company, San Francisco, 
sident, 66,000,000 passenger tires this Highlights of the Goodyear sur- | clined to purchase tires before re- | has been appointed to handle the 
sident. year as compared to 50,000,000 in | vey: 41% of the tires now on the placement is necessary, thus tak- advertising of Fraser & Johnston 
agency 1941, Goodyear Tire & Rubber road are in good condition and ing them away from people whose Company, San Francisco, manv- | 
ae | Company announced last week in| should last through the critical need is immediate. facturer of heating equipment and | 
‘d, al revealing the results of a tire sur- period of shortage; 45% of the| Truck tires are becoming more | Biltwell frozen food storage and) 
vey in 17 cities. ‘tires are half worn, but won’t need | plentiful, and in a matter of weeks | display cabinets. 


There’s a 
NEW LEADER 
in the | 
>, hats, belts, compacts—Wieboldt’s cus- HOSPITAL 
tomers pick them out of the air. FIELD! 
Like the people who have patronized its stores for That’s evident when you determine 


which hospital publication is pre- 
ferred in hospitals’ within the 


over sixty years, Wieboldt’s is a smart shopper. 


Nine years ago Wieboldt Stores, Inc. began to test United States. That publication is 
HOSPITAL MANAGEMENT, 

the selling power of radio in America’s second which leads all other hospital pub- 
; . lications in this major classifiea- 
market—Chicago. Naturally, it checked coverage, » tion, based upen its own caleule 


;. ‘ . tions of the ABC publishers’ 
circulation, listener preference and sales results of all tite tee tes ae cea ae 


Chicago radio stations—n : ing December 31, 1945. Here's 
8 . aturally it chose WMAQ! how the ABC papers stand: 


Since January 1937 Wieboldt’s has continuously used ae Pi 
Publication Total Hospital Circulation 
in the United States 


WMAOQO to bring friendly sales messages to an ever- ashe se 
HOSPITAL MANAGEMENT ...... 5,836 


increasing and always responsive audience. Today, i aenal 5,341 

its current programs, Your Neighbor (Monday— PAPER B ................-+5. 5,174 
Friday), and Hi-Time (Saturday), are - 

y)s ( y)s heard by thou While these figures do not appear 

sands of loyal listeners at 8:00 A.M. in this form on the ABC state- 

ments, they are arrived at by ap- 

plying the first percentage figure 

WMAQ—THE CHOICE IN CHICAGO in paragraph 10 of the publishers’ 

statements, to the total United 

WMAQ, the oldest station in Chicago, has always States circulation shown in para- 

pein 2. cle . R 3 F graph 11. HOSPITAL MANAGE- 

been first choice of listeners and advertisers alike. MENT enthusiastically accepts the 


responsibility for the above figures. 


Compelling local features and the NBC Parade of 


Stars make it Chicago’s dominant station. Sales ADDITIONAL EXCLUSIVE ADVERTISING 
: a VALUES NOT SHOWN ON ABC 
results make it the best advertising buy. snaneeete, 


Editorial vitality and power. HOSPI- 
TAL MANAGEMENT continues to 
lead discussions in the big questions of 


cgcapemeetle CO Oe OO TD ae De he the day that confront hospitals. 
: 2 Readership — 75% of superintendents 
F { R S T I N C H ] C A G @) 9 subscribing, route the magazine to 
re : their department heads. 
SS iG 4 | Maximum visibility for all advertise- 
=> 4 | ments because of modern and easily- 
my: || read makeup. 
: c= y Very complete sales and advertising 
|| services to advertisers. 
j Lowest rates per page per thousand 
50,000 WAT TS 670 Ke. Ee circulation among hospitals. 
Represented by NBC SPOT SALES 4 mi py iis ” 


CHE AE. arbres dil IE ig 20 Rg gE A Te : } \/ ; ae Capelal & 
| Wiainayoeigitt 


100 E. Ohio St., Chicago 
330 W. 42nd St., New York 
68 Post St.. San Francisco 
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Wolff Elects Partners 


Earl B. Holdren, senior account 
executive, and John Koenig, art 
director, have been elected to part- 
nership in Ed Wolff & Associates, 
Rochester, N. Y., agency. 


Trenkle Joins Soil-Off 
Richard Trenkle has joined the 
merchandising staff in charge of 
dealer service of Soil-Off Mfg. 
Company, Glendale, Cal. 


} 
x 


Pacific Coast 
Four A’s Units 


Plan Conventions 


_ Los Angeles, May 15.—Pacific 
Coast chapters of the Four A’s will 
_launch a series of postwar conven- 
tions-in-miniature next week, with 
the first session scheduled at the 
| Biltmore Hotel here May 23. 

Following the Southern Califor- 
nia chapter’s meeting here, other 
agency executives will attend these 
sectional conventions: 

May 27 — Northern California 
chapter, Sir Francis Drake Hotel, 
San Francisco; May 31—Oregon 
chapter (meeting place still to be 
determined); and June 3—Wash- 
ington chapter (locale also unde- 
cided). 

Richard L. Scheidker, released 
by the Navy last January to join 
| the New York office of the Ameri- 
‘ean Association of Advertising 

Agencies in charge of creative and 
promotional activities, will be the 


principal speaker at all four of the 
regional conventions. Local speak- 
‘ers will complete the roster for 
each session. 

The board of governors of the 
Southern California chapter, at a 
meeting in San Francisco April 26, 
discussed the issue of local and 
coast conventions and decided that 
the local meetings would discuss 


up later at the general convention. 
The board decided tentatively to 
hold the Southern California chap- 
ter convention at the Santa Bar- 
bara Biltmore in October. 


James Appoints Lyon 


John L. James Company, New 
York, has appointed S. Duane 
Lyon, Inc., to handle advertising 
for its Rene hedge trimmer. News- 
papers are being used in Chicago, 
New York and Philadelphia, plus 
the Christian Science Monitor. 


Magazines include The American | 


Weekly, Better Homes & Gardens, 


Plans National 
Drive for New 
Clothes Dryer 


Two Rivers, Wis., May 15.— 
Hamilton Mfg. Company plans to 


|House Beautiful, House & Garden, | 
_Popular Mechanics and This Week appearance many automatic wash- 


| Magazine. 


promote its newly designed auto- 


: matic clothes dryer via national | 
regional ad problems, to be taken | 


magazine and business paper copy, 
with delivery to dealers now sched- 
| uled to begin in July. 

The company, which put an 
_earlier model on the market just 
before the war started and sold 
more than 5,500 units, will adver- 


tise the postwar clothes dryer in| 


American Home, Arts and Archi- 
tecture, Better Homes & Gardens 
and House Beautiful. Dealer copy 
|will run in Electrical Merchan- 
|dising and Gas Appliance Mer- 
| chandising. 

The new postwar dryer, styled 
| by Brooks Stevens, Milwaukee de- 
signer, is said to match in general 


ers now on the market. The dryer 


Phe 


Advertising Age, May 20, 1946 


evaporates approximately 11 
pounds of water an hour and, the 
company claims, an average wash- 
er load of clothes weighing 12 
pounds wet will be ready for iron- 


_ing in from 15 to 25 minutes. 


Consumer copy will stress these 
points: The dryer eliminates lifting 
and carrying baskets of heavy, wet 
clothes to lines outdoors; makes 
washing and ironing possible the 
same day; eliminates “bad 
weather” worries; sanitizes cloth- 
ing in high drying temperature of 
190 degrees, provides low operating 
cost, ete. Two models will be 
offered, one using gas, the other 
electricity. 


Publishes Oil Atlas 

The Oil Weekly, Houston, has 
begun an annual publishing fea- 
ture, “World Oil Atlas,” the first 
of which appears as a section of 
the May 20 issue. The 320-page 
atlas includes maps and statistical 
data concerning the oil-producing 
industry’s worldwide operations, 
with 71 maps reproduced in four 
colors. 
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and spoken words. Employees learn faster — remember longer! 


Pian now to increase em- 
ployee efficiency and better 
your business with Illustravox 
training programs. To guar- 
antee speediest possible de- 
livery, place your order today. 
In fairness to all, orders will 
be filled according to date 
received. The Magnavox 
Company, Illustravox Divi- 
sion, Dept. AA-5, Fort 
Wayne 4, Indiana. 


ILLUSTRAVOX 


sound slidefilm 


4 


proved IIlustravox efficiency. 


ORTABLE and inexpensive, Illustravox uses records and slidefilm to 


present your perfected training message in attention-arresting pictures 


No “war-baby,”’ Illustravox superiority was already field-tested and 
proved before the war. Accelerated military training programs further 


Illustravox trainees remembered up to 25% longer 


than under former training methods. Training periods were 


cut from as much as six months to as little as six weeks! 


In all types of sales and production training, Illustravox is indispensable. 
Over 75% of all sound slidefilm equipment in use today is Illustravox! 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


MAKERS OF 


DIVISION OF THE M mo n avox COMPANY « FT. WAYNE 


FINE RADIO-PHONOGRAPHS 


of $0 


of 


classifications 


Why? 


advertisers discovered 


Houston Post. 


PAPER 
" ' 
38% 


@ Try the pages of the Post... 


‘Why is HOUSTON’S “Second” 


FIRST 


CHOICE 


many 


Coverage of Houston and City Retail Zone by Actual Percentage* 


This isn’t as simple as A-B-C... 


BUT 


Every buyer of newspaper space in 
Houston should know these vital facts 


@ Although the Houston Post is second in 
circulation, it leads in many of the important 
local 


retail advertising. 


@ lt leads for the simple reason that local 


long ago that their 


advertising dollars got a greater return in the 


@ Actual proof that Houston Post advertis- 
ing pulls more is shown by the fact that the 
Post LEADS the WHOLE NATION in retail 
grocery lineage! Grocers can check advertis- 
ing returns very closely! 


and see for 


yourself how much more the Post will do for 


you. 


Represented by BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


First in the Texas Morning Field in City and Suburban Circulation 


*Figures from latest publisher’s statement 
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In New York and Chicago... 


MAJOR ADVERTISERS INCREASE THE PENETRATION 
OF THEIR NATIONAL MAGAZINE ADVERTISING 

AND RADIO BROADCASTING WITH - 

4.COLOR ADVERTISING PAGES ... 
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vomes pownd «0 2 2C2 ee WHOLE YEARS OF WAR! 
faa y mews tf sor atte! 
gar er yo Wineess. of Evert gonial ‘ 


top eee 


‘ | 

inti » the fire, too 
yl enjoy Sting hy t | 
dim hed i 


wae per pee 
ag , a sient ype 
a Bice oS a RS ect Manat 
hoo wy vad nake nist 


“Guess the 


%* ae 


H. Wise & Co. Inc. ¥ ii 
a = 3 nets 


Wm. en Clear Hea 


Calvert Distillers Corp. 
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Risa Daigh 
WALTER THORNTON 
Piseup Girt 


Meany *“*hig names’’—such as Kath- 
leen Norris, Theodore Dreiser, Faith 
Baldwin, Gertrude Atherton, and others 
—are regular by-lines on Saturday 
Home Magazine features. They’re the 
“big name’”’ features the sophisticated 
big-city readers in New York and Chi- 
cago look to for their weekend reading 
in the Saturday Home Magazine. * x * 
And in the Saturday Home Comic, Thrills, 
Adventure, Laughs, Loves and Tears are 


on every program—in every issue—with 


e Saturday 
urday Chicago 

The American 

959 Eighth Avenue, 


mes with th 
and the Sat 
sentatives: 


such great all-star comic features as 

“Popeye,” “Polly and Her Pals,” “King Distributed t 
9 66 rT) N York Journa 

of the Royal Mounted,” “Buck Rogers, ow 


o over a million ho 
|-American 
Sales repre 


Id-American. : kly, , 
“Tarzan,” “Mickey Mouse,” “Mr. Breger”’ _— Weekly and Puck—The ee Building, Chicago 6, Hl. 
and “Sad Sack.” New York 19, N. *+3 
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PASSES SENATE, 
ROES TO HOUSE 


BY PHILIP DODD 


"c. May 10 | 
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Washington, D- c.. 


the proposed 3.75 billion dollar 

| gift-toan to Great Britait. - 
action came Of lath day 
the debate which started 
+S one vote was 4610 4 page 
teen Repablicans joined 29 
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Crowley. 


former foreigt eco- 


Jones, the nation's biggest 204» 


~ nomic administrator. and 
A also are opposed. 


Today s senate action tollowed : me A 
three hours of debate of amend- Lang 


Page One of the May 11 facsimile edition of the Chicago Tribune, 
reproduced actual size. The edition consisted of four pages. 
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to publish 
EDITION by FM 


Another illustration of the enterprise 


that keeps the Tribune out in front as 


Chicago’s most widely read newspaper 


and most productive advertising medium 


HE Chicago Tribune on Saturday, May 11 became 

the first Chicago newspaper to publish a facsimile 
edition transmitted by FM radio. 

On that date, four miniature pages of latest 
news, pictures and a specially drawn cartoon were 
made up by the Tribune’s editorial and mechanical 
staffs and transmitted by WGN’s sister FM station, 
WGNB, to a facsimile recorder in a residence 29 
miles from Tribune Tower. 

The transmission of the first facsimile edition, 
with pages four columns wide and 7!% inches deep, 
required 28 minutes. 

Broadcasting of facsimile editions will be con- 
tinued, probably for the present, on Tuesday, Thurs- 
day and Saturday mornings. New equipment soon 
to be available to the Tribune is expected to triple 
the transmission speed. A recorder shortly is to be 


installed in the Tribune Public Service Office, 1 


South Dearborn Street, where the public may see 
it in operation. 

Next month the Chicago Tribune will enter on 
its hundredth year of continuous publication. It lives 
thru the generations because it adds to the solidarity 
of established tradition every achievement of progress. 

Readers make plain their recognition of the 
Tribune’s efforts to deliver a better product each day 
than it delivered the day before. Every day of the 
week, they buy far more copies of the Tribune than 
they buy of any other Chicago newspaper — from 
500,000 to 670,000 more than other Chicago daily 
newspapers sell, and from 300,000 to 990,000 more 
than are sold by other Chicago Sunday newspapers. 

Advertising pays out best in the Chicago news- 
paper more people read and want. To sell more in 
Chicago today—and to build solidly for the future— 
build your Chicago promotion”around the Tribune. 


Chicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER 


April average net paid total circulation: Daily, Over 1,045,000 — Sunday, Over 1,450,000 
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Rochester Club Elects ‘Sno-Mist to Compton 


Basil R. Weston, assistant gen-| Phillips & Benjamin Company, 
eral agent, Berkshire Life Insur-|Waterbury, Conn., has appointed 
ance Company, has been elected | Compton Advertising, Inc., New 
president of the Rochester Adver-| York, to handle advertising on 
tising Club, Rochester, N. Y. |Sno-Mist powder deodorant. 


VAY Announcing the Opening 
— Wn of 
Nes GILCHREST-SPRIGGS & COMPANY 


Industrial and Public Relations 


Charles J. Gilchrest Marjorie L. Spriggs 
Hugh R. MacLennan 


100 Boylston Street 
BOSTON 16, MASS. 


Telephone: 
HUBbard 2365 


Applicants Vie 
for Video Outlets 


in Los Angeles 


DuMont Displays New 
Receivers; License 


Granted by CBS 


Washington, May 15.—One of 
the critical struggles in the de- 
veloping television industry will 
come before the FCC when eight 
applicants appear at a hearing in 
Los Angeles Monday in search of 
video outlets in the world’s talent 


capital. 

Like Washington and New York, 
Los Angeles is generally considered 
a principal production center for 
any television chains that are to 
develop as the medium grows. 

Among the networks competing 
for Los Angeles’ seven “down- 
stairs” channels are ABC, NBC 
and Don Lee. Other applicants 
include Hughes Productions and 
Earle C. Anthony, both with 
theater backgrounds; Television 
Productions, Inc., and two news- 
paper applicants: the Times-Mir- 
ror, and Dorothy S. Thackrey, 
publisher, Bronx Home News and 
New York Post. 

Several motion picture appli- 
cants have withdrawn from the 
proceedings: M-G-M, Walt Disney, 
Fox and Warner. The Warner 
withdrawal had not been officially 


Bulova 
It! e@ece e 


Since September 1944, without interrup- 


tion, the famous slogan ‘‘Bulova, Master- 
piece of Fine Watchmaking”’ has reminded 
listeners in America’s Fourth Largest Mar- 
ket* of its distinguished timepieces. Yes, 
84 times each week Bulova Time Signals 
are broadcast over New Jersey’s First Sta- 


tion, because Bulova knows— 


WAAT delivers 


970 KC 
NEWARK, 
N. J. 


more listeners per dollar 

in America’s 4 Largest Market” 
than any other station—- 
including all 50,000 watters! 


*Do you realize this market 
contains over 3'2 million 
people; more than these 14 
cities combined: Kansas 
City, Indianapolis, Roches- 
ter, Denver, Atlanta, Toledo, 
Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 


Spokane, Fort Wayne, Dallas. 


We ones 
eat Oe id 
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sanctioned by the commission at 
the time the hearing was sched- 
uled this week. 

The FCC has authorized NBC 
and Zenith Radio Corporation to 
proceed with the construction of 
“downstairs” commercial televi- 
sion stations to serve Chicago on 
channels 2 and 5. With five Chi- 
cago channels still available, FCC 
has yet to act on television ap- 
plications for that city from ABC, 
Raytheon and WGN. 

Station WCAU, 50,000 - watt 
clear-channel CBS Philadelphia 
outlet purchased last week by the 
Courier Post Company, has peti- 
tioned FCC for authority to with- 
draw its application for a low 
frequency black-and-white tele- 
vision station in favor of a new 
application for full color high fre- 
quency broadcasting. The Mil- 
| waukee Journal has taken similar 
/action, and announced that it will 
continue its program of off-the- 
/air experimentation. 

_ Purchase of WCAU, subject to 
|FCC approval, was announced by 
J. David Stern, president of the 


Philadelphia Record and owner of | 


ithe Courier Post, Camden, N. J. 
|He said the price, $6,000,000, in- 
cludes $3,500,000 in securities and 
‘real estate held by WCAU. All 
\WCAU Broadcasting Company 
'stock will be purchased by the 
Courier Post Company, which owns 
the Philadelphia Record. Dr. 
Leon Levy, WCAU president, and 
his brother, Isaac D. Levy, vice- 
president, will become members 
of the board of the Record and 
will continue to direct operations 
of the station. 


DUMONT UNVEILS 
7 VIDEO MODELS 

New York, May 14.—Allen B. 
DuMont Laboratories, Inc., Pas- 
saic, N. J., publicly unveiled at 
a two-day showing here last week 
a line of showpiece, 42-tube tele- 
vision receivers priced (subject to 
OPA approval) from $600 to 
$2,400 and promised for delivery 
“late in the summer,” starting in 
the New York area. 

Six of seven models to be pro- 
duced were demonstrated in 
showrooms of the firm’s television 
station, WABD. Company officials 
told AA that DuMont was the first 
manufacturer “to show and mer- 
chandise postwar television re- 
ceivers.” 


N. Y. Sales First 


“We will sell direct to a selected, 
limited group of dealers, starting 
in the New York area,” S. B. 
Levaur, sales manager of receivers 
for DuMont’s television division, 
told AA. “And we will not ap- 
point any more dealers than we 
‘can. satisfactorily supply.” He 
\said he could make no estimate of 
| how many sets will be produced 
| by DuMont this year. 

“We plan to expand sales into 
‘markets where television facilities 
|are available as soon as adequate 
production assures dealers of fac- 
tory deliveries,’ Mr. Levaur con- 
tinued, adding that “problems of 
|procuring component parts and 
|cabinets” will determine largely 
‘how fast additional sales areas 
|can be assigned. 
| DuMont will undertake “an in- 
‘creasingly intensified advertising 
campaign as production justifies, 
using dailies, monthlies and busi- 
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‘War Standards’ 
for Paper Urged 
by U.S. Printers 


Washington, May 16.—To help 
the nation’s printers reduce paper 
weights to wartime standards— 
and thus to expand the available 
paper supply—the May issue of 
“Washington Digest,” official pub- 
lication of Printing Industry of 
America, Inc., contains a simpli- 
|fied guide for paper purchasing. 


PB crusi- 
BPROOF 
f BOX... 


thats extra! 


AT NO EXTRA COST 


The PIA, National Publishers 
Association and American Book 
Publishers Council recently agreed 
(AA, May 6) to urge their mem- 
bers to cooperate in a voluntary 
effort “to return to the usage of 
those weights of paper manufac- 
tured under wartime Order L-120.” 

“The orders are exceedingly 
complex,” PIA said, but suggested 
that this “simple breakdown ... 
be used as a_ guide”: 
70 substance and lighter; offset, 
50 and lighter; bonds, 16 and 
lighter; super, 50 and 


Coated, | 


lighter; | 


English finish, 45 and _ lighter; 
newsprint, 32 and lighter; cover, 
50 and lighter. 


Kline Joins Grant 


Beebe Kline has joined the Dal- 
las office of Grant Advertising as 
visual and radio copywriter. 
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Snap-Tite Names Hill 

The Stadham Company, Phila- 
delphia manufacturer of laundry 
supplies, has appointed Hill Ad- 
vertising, New York, to handle 
promotion of Snap-Tite ironing 
board cover. National magazines, 
business publications, and store 
‘promotion will be used. 


GIBBONS KNO 


ADVERTISING 


TORONTO, MONTREAL, WINNIPEG, 


J. J. GIBBONS 


OO BAY STREET. - TORONTO 
REGINA, 


WS CANADA 
LTD. 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


\ 

EXTRA QUALITY CASES \ 

ToBACCOS TOO! a’ ay 
re 


TEST—This is one of the small space 
ads in the newspaper vs. spot radio test 
now under way (AA, May 13), which | 
the Bureau of Advertising believes will | 
prove highly significant. Ridgway, Ferry | 

& Yokum, New York, is the agency. | 


| 

ness papers,’ Mr. Levaur said. | 
The company introduced six 
Telesets (trademarked) featuring 
DuMont ‘20-20 teleVISION,” plus 
AM, FM and short-wave radio 
and automatic record - changing 
phonographs. The seventh model, 
expected to retail at $600, has a 
10%4-inch screen, plus AM, and 
FM reception, but no phonograph. 
Telesets, DuMont officials said, 
are the first video receivers capable | 
of tuning in all 13 television chan- | 
nels. 
License to manufacture video. 
transmitter equipment based on) 
CBS’ ultra-high frequency color | 
television inventions has been. 
granted by CBS to Federal Tele- | 
communications Laboratories, Inc., | 
affiliate of the International Tele- | 
phone and Telegraph Corpora- | 
tion. 
Federal is the second major | 
company to be licensed under Co- | 
lumbia’s color television patents, | 
a similar agreement having been | 
signed two months ago between 
CBS and the Westinghouse Elec- | 
tric Corporation. Both agreements | 
are on a patent royalty basis and | 
cover a five-year period with op- | 
tions for extension. | 
H. H. Buttner, Federal Labora- | 
tories president, said the company | 
has “completed plans for the man- 
ufacture and delivery, as a com- 
plete unit, of high definition, | 


GET THE 
CLIPPINGS — 


| 
News ltems—Publicity | 
—Retail Dealer Ads— 
Editorials. We read | 
5,000 Newspapers and 
Magazines. Each Clip A 
Mounted on Slip CHILTON 
PUBLICATION 


Showing Name—Date 
—Circulation of Pub- 


lication 


© 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C. 7, N.Y. 
: BArclay 7-5371 


MOTOR Abt 


OTHER CHILTON PUBLICATIONS: Commercial Car Journal e 


MOTOR AGE 


fdas wirviien cae | IS ADJUSTING ITS ADVERTISING RATE 
black-and-white television trans- | 


mitting stations.” 


In September, 1945, the paid circulation of 
MOTOR AGE was 46,000. Now it is over 
60,000. . Its current space rates are based on 
45,000 paid. An adjustment to maintain the 
proper rate per page per thousand is in order— 
and will be made on the following sliding scale. 


New and renewal contracts starting with the 
May, June or July 1946 issues will enjoy the 
old rate ($275 per black and white page on 
annual contract) for the first six months; the 
new rate ($350 per black and white page on 


annual contract) for the second 
six months. 


All contracts, new or renewal, 
starting with the August 1946 
issue or thereafter, will take the 
new rates. See rate card No. |5. 


Chestnut and 56th Streets, 


This increased circulation is amply justified by the 
general increase in the field MOTOR AGE serves. 
Thousands of new automotive establishments have 


been and are being opened by 


men discharged 


from the armed services and from war jobs. Thus 
MOTOR AGE is providing thorough coverage of 
this greatly expanded field—among the leading 
car dealers and independent servicemen who will 


use and sell your products in 
after-market from now on. 


the automotive 


Based on a slightly lower rate per page per thou- 
sand, the new rates give you a MOTOR AGE 
returned to pre-war size, printed on better than 


its pre-war quality and weight 
a great deal more circulation, 


of paper—with 
a renewal sub- 


scription rate of 71.86%, and reader interest at 


an all-time high. 


FIRST IN IMPORTANCE 
CAR DEALERS and INDEPENDENT SERVICE STATIONS 


Philadelphia 39, Perinsylvania 


Automotive & Aviation Industries © Chilton Automotive Buyer's Guide 
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Here's why it pays te 


ugh Distributors 


as It's more Convenient / 


sa eo ee 


BACKS DISTRIBUTORS—Black & Deck- 
er Mfg. Co.'s distributor organization 
got a boost in this two-color page, 
which appeared in the May II issue of 
The Saturday Evening Post. Van Sant, 
Dugdale & Co., Baltimore, prepared | 

the copy. 


Proprietary Men 
Plan Four Boards 
fo Clean Up Copy — 


Self-Castigation Plus | 
Blame on Others | 
Features Meeting 


New York, May 15.—Amidst 
self-recrimination with sidelong 
swipes at agencies and media, the 
Proprietary Association of Amer- 
ica yesterday voted for the im- 
mediate establishment of four 
joint committees of media and ad- 
vertisers to sterilize advertising 
for packaged medicines. 

The committees will be set up 


me LE, 
WITH KDYL 


Advertisers go places, too, 
with this popular station 
that brings Utahns the 
nation’s via 


top shows, 


NBC, and sparkling local | 
features. 
Even wheels, 


on it’s | 


KDYL they tune to most. | 


John Blair & Co. | 


National Representative | 


; nae. 
me WOYS 
* 


for the radio, magazine and news- 
paper industry, each of which will 
have a proprietary manufacturer 
represented, plus a fourth top- 
level committee, which will in- 
clude representatives from the 
media groups as well as a pro- 
prietary member, and which will 
coordinate activities of the other 
committees. 

The group, which represents 
80% of the manufacturers who 
last year spent more than $50,- 
000,000 in major media, heard its 
executive vice-president, Dr. Fred- 
erick J. Cullen, urge self-regula- 
tion because “such action would 
result in help to build barriers 


against ... the ‘gyp,’ the ‘fly-by- 
night’ Self-regulation can 
result in greater confidence in 


medicinal preparations and in ad- 
vertising in general.” 


Assails Radio Spots 


Spot announcements drew Dr. 
Cullen’s fire: “They may sell 
medicine, but I feel their greatest 
value is a revenue producer for 
the radio station. I have been in- 
formed that the radio stations are 
responsible for these ‘cow catchers’ 
and ‘hitch-hikers’ and I believe 
the stations would be doing a 
great service if they were to dis- 
continue such advertising.” 


Copywriters are also at fault, 
Dr. Cullen thinks, asserting that 
they and manufacturers must 
“realize that they are not selling 
gadgets but medicines intended to 
relieve human suffering.” 

The patent medicine manufac- 
turers heard Don D. Patterson, 
advertising director of Scripps- 
Howard Newspapers, ask for self- 
restraint in advertising to stave 
off the threat of government cen- 
sorship. Said Mr. Patterson, “We 
should avoid the sly and the 
salacious, the clever and _ the 
tricky, if by such means we con- 
tribute further to the distrust of 
the public in selling by means of 


Advertising Age, May 20, 1946 
advertising.” ° 
This “slick” view of advertis 


ing, he continued, is an invitatio 

to organized consumers, federa 
regulations, and “experts who ar 

able to make a living because they 
can find enough holes in our plans 
of operation through manufactur- 
ing and advertising to lead a pub- 
lic to believe that they are saving 
them from the Big Bad Wolf of 
Business.” ' 

Even many advertising men, Mr, 
Patterson admitted, look on ad- 
vertising as “a way to tell half- 
truths attractively, to play upon 
the weaknesses of less fortunate 
individuals at a profit . . . who 


NO. 2 OF A SERIES— 


To sift out waste circulation, to retain valuable specialized buyers in each of 


| ; HOW THE HAIRE MERCHANDISING PAPERS 
SERVE THE MERCHANDISING WORLD 


“pay dirt” technique 
that delivers 
buying power 


and the term “pay dirt”’ was coined to designate the precious residue. 
pay gn Pp 


their specific markets, the Haire Merchandising Papers use the 
“nay dirt” technique—a meticulous sifting process by a nationwide 
organization. And, equally important, the highly specialized 
selective editorial service of each individual Haire publication 

. attracts and holds these buyers by giving them the practical, 
usable information and inspiration they need and want. 

The résult? The Haire Merchandising Papers 

deliver to advertisers each month the national buying power 


of more than 55,000 readers in nine major markets— 


The Forty-Niner learned that it took infinite care to sift the dross from the gold— 


and it’s good, healthy “pay dirt”’ circulation. 


| 
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HAIRE PUBLISHING COMPANY, 
New York 


Boston Pittsburgh 


Chicago 


Detroit + St. Louis 


1170 BROADWAY, NEW YORK 1, 


los Angeles 


pi Y. 


Atlanta London 
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till believe that it is something 


spoke for an industry recently 
inder fire from a government 
‘egulatory body, and much of his 
speech was confined to a defense 
of commercial broadcasting. Noting 
that many a proprietary maker 


‘has programs over NBC, Mr. 


American broadcasting a “free 


S~Jain to astrology, palmistry, nu-|institution, neither owned nor 
nnerology or some other occult or|supported by government.” 
alblack art.” 

rel. Niles Trammell, president, Na- Favor Commercial Programs 
yional Broadcasting Company, In appraising the full value of 


radio programs, no distinction can 
be made between commercial and 
sustaining programs, the NBC 
head said flatly, adding that if 
audience size is the criterion “the 
public votes overwhelmingly in 
favor of the commercial program.” 


government supervise and control 
the programs that go on the air.” 
These critics “are in many cases 
the same people who are critical 
of trademarked merchandise, and 
would prefer that the contents of 
every package and every bottle 
should be dictated by government 
specifications and identified, not 
by brand name, but by a govern- 
ment formula.” 

Program control and supervision 
are necessary, the NBC president 


government bureau.” 

The radio audience has been 
well served, Mr. Trammell ar- 
gued, and has continually been 
presented “new shows, new talent 
and new ideas.” The commercials 
haven’t kept pace, he intimated, 
saying that the sales message is 
often “just a good, strong selling 
talk, and fits into the show the 
way a riveting machine would fit 
into a symphony orchestra.” All 
that preserves the audience for 


-ITrammell declared that commer-|Critics of the “American system | conceded, but 
cial sponsors are responsible for | of broadcasting,” he declared, be- |self-supervision,” 
nyAmerican audiences being able to|lieve that only the unsponsored|tion to which the broadcasters 
€Shear “the finest talent the world|program can render public serv-|should be obedient is 
Shas to offer” and for making|ice, and “would like to see the|of public opinion, not that of a 


and the dicta- 


“dictation 


“self-control and|this commercial, he said, is “that 
the show is so good listeners don’t 
want to miss any of it.” 
vised advertisers and agencies to 
spend more time in getting their 


He ad- 


CORSET & UNDERWEAR REVIEW is looked for and read 
for its merchandising, sales training and promotion articles 
and for its complete news coverage of the industry. This 
responsive readership is the “pay dirt” circulation of the 
corset field—the reason why CORSET & UNDERWEAR 
REVIEW carries more advertising than all the other 
papers touching this field combined. 


Send for our complete fact folder. 


QUICK FACTS... 


The National Business Magazine 
of the Corset and Brassiere Indus- 
try for 33 years. 

e. 
Delivers intensive coverage of top 
department stores and better cor- 
set specialty shops, mail order 
and chain organizations and cor- 
setiers doing more than 80% of 
the $175,000,000 annual volume 
in the field. Corset Departments 
lead all others in the store in 
profit ratio for the past 15 years. 

e 


Edited by Louise Campe since 
1926—A record of outstanding ser- 
vice in the merchandising of cor- 
sets and related products. Mrs. 


Campe is an authoritative leader © 


in this specialized field . . . lecturer 
at fashion clinics and consultant 
on corset merchandising. 

+ 
The editor is supported by a staff 
of specialized market editors, field 
editors and correspondents in all 
style and retail centers. 

e 


SUBSCRIPTION RENEWAL RATE, 
78.70%, ACCORDING TO LATEST 
ABC STATEMENT. : . 


Average 137 pages of advertising 
per issue first quarter of 1946. 


CORSET & UNDERWEAR REVIEW 


One of the 9 Haire Merchandising Papers” 


1170 BROADWAY, NEW YORK 1, N. Y. 
Telephone: MUrray Hill 3-8700 


me | 


sale Cig Rica lis atti is ow om eS a it 
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commercials to sparkle, to perk 
up listener interest. 

Otherwise, Mr. Trammell de- 
fended daytime serials, asserting 
they are “here to stay”; said 
advertising and programming 
standards are continuously 
higher, and that television, now 
in a practical stage, “represents 
the greatest medium for advertis- 
ing since the invention of the 
printing press.” 

Kenneth A. Bonham, president 
of Emerson Drug Company, Balti- 
more, was elected president of the 
PAA for the coming year. Elected 
as vice-presidents were Lupton 
Patten, Chattanooga Medicine 
Company, H. H. Hoyt, Carter 
Products, and Joseph D. Bohan, 
Centaur Company division of 
Sterling Drug, Inc. 


Henry Klein Opens Office 


Henry Klein, former publicity 
director of Philip Klein Advertis- 
ing Agency, Philadelphia, has 
opened public relations offices in 
the Philadelphia Stock Exchange 
building. 


370,000 
CIRCULATION 


(100,000 home delivered) 


4th largest city-zone 
audience in New York 


You open a new main line to vol- 
ume and profit when you work the 
New York Post and Home News 
combination. You send your story 
to 370,000 ample-budget families 
—to 27%, of them by way of 
Home News unique-in-New York 
home delivery. On high-visibility 
tabloid pages, you sell the fourth 
largest city-zone newspaper audi- 
/ence in America's No. | market. 


Mary McClung, Adv. Dir. 


New York Post 


THE HOME NEWS 


BRONK «ne MANHATTAN 


Stanley Syman, Adv. Dir. 


Dorothy S. Thackrey T. O. Thackrey 
Publisher Editor & Gen'l Manager 


Nationally represented by 


THEODORO ADVERTISING SERVICE 
75 West St., N.Y.C. 6, Edward C. Kennelly, 
Gen’! Mgr. 
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Lota Se Ss ee 
SQV Leap New Agency with BE ase ot THIS IS AMERICA! 
> C/,, , yw (h, , / Jz | | The third member of the agency yey me 


oi | + is Frank John Wilson, who was a oe | SS 
XN KK, _NO RECONVERSION PROBLEM is Arthur N. Hosking partner in the 55th Street Associ-| <c= La~\_¢ = 
~ AA. FULL EMPLOYMENT Mew York, May 16. — Lenn ates handling the Helena Rubin- : es 


~ : 7 
~ VG, 25% fo 40% INCREASE IN RETAIL SALES ‘Baker, formerly vice-president of | stein account and Cleveland man 

vi e ager of Time before entering the 
en) ... 19% INCREASE IN BANK DEPOSITS J. Walter Thompson Company and | Army. Mr. Wilson served se com- 
~ V...60 MILLION DOLLAR INDUSTRIAL PAYROLL sublic 


‘recently account executive at J. M.|} 44 public relations officer for 
pony ter 
= Port ARTHUR 


. | Mathes, inc., announced this week General Stilwell during the Burma 
TEXAS the formation of a new advertis- 
AND IMMEDIATE TRADING AREAL —_ 
—_ A S SS = 


| 
; ; /campaign. 
| Ing —? Baker & Hosking, Inc. | Mr. Baker said that “‘the agency 
bul Baker's associate - os arm | will open with substantial billings 
jis Arthur N. Hosking, formerly |i, the cosmetic, food and apparel 
_general sales manager of Revion | elds - 
'Products Corporation. i a ee | 
| Mr. Baker is president of the, ° 0 oypont ongey ger on eee 
‘agency. Accounts he worked on H. B. Wells Joins Hopper MINERS' SIDE — Labor's Non-Partisan 
‘at Mathes include F. W. Wool. | H. B. Wells has resigned from) League offered this copy to newspapers 
‘worth and Coast Fishing Cunpeny, Sees & pr ed New B pe hd in " cities _ —_ — sanita- 

SS: | headed his own agency, Lynn become an account executive with | tion lessons from Kenvir, Ky. In some 
rt \—}- Bk ‘ ae Nena wohy _ af ts q\the Schuyler Hopper Company,) cases, the copy ran into difficulties be- 

Baker Company, until he entered | Fr ly Mr. Wells | 
“ithe Army in 1942. New York. Formerly Mr. Wells) cause of the background art. 


- : 3 
an 
> ZTHE Port ARTHUR ‘was with the McGraw-Hill Pub- 


‘4 

4, REPRESENTED BY BURKE. KU 3 ~~ | Mr. Hosking, vice-president of |); hi C _ N York. han- | 

a E, KUIPERS & MAHONEY INC, ishing Company, New York, ha Labor League Ad 
/, 

4 


PEE AUVAANA 


prom SP ae = 
Shall these American Men, Women and Children 
be crucified for BLOOD PROFITS? 


ORK CAGO LLAS-OKLAHO -~ATLANTA ‘the company, was a vice-president | dling advertising and promotion 
NEW Y Gn ine 0 MA CITY: ~ ‘of John B. Stetson Company and /for Chemical & Metallurgical En- ‘i es 
SASITTTTTTTVANANNANANANANNNNANANNS ‘sales, advertising and promotion | gineering and Food Industries. Describes Living 


in Mining Areas 

- Washington, May 14.—The 
miner’s side of the soft coal con- 
|troversy is brought to the public 
,in a page ad offered by Labor’s 
| Non-Partisan League last week to 
—— in 35 cities, largely in 
coal producing states. 

| With the United Mine Workers 
|still out of the advertising col- 


\ 

)) | 

Naa 
~ Ye \ 


—— — 5’ | = i 
sa “ra : > — > £ ‘umns, the Non-Partisan League 
—— = |released an ad reproducing letters 
wv 2 = = ~ mn ee eee - /to mine union chief’ John L. Lewis 


'in their living areas. 


- lo an Prepared by Lewis Edwin Ryan 
’ ae SS ae agency here, the ad first appeared 
ZF, ia 4 ‘in’ the Washington News Thurs- 
- > |day, and the Washington Star Fri- 
y y} ‘day. It ran into difficulties at 


\ & other newspaper offices, because 


—- | ico _ = = from miners in Kenvir, Ky., who 
.— >= oe . P - described filthy living conditions 
= | : ~ \ ie i : J eee 
L 


the letters are set against a back- 
ground of Christ on the Cross. 


‘This Is America’ 
Headline on the ad reads “This © 
\is‘not Europe—This is not Asia— 
This’ is America.” It asks, “Shail 
‘these American men, women and 
|children be crucified for Blood 


tad 4 “€ | profits?” 
oe >, , | Labor’s Non-Partisan League, 
& P .. ini t | according to John T. Jones, its di- 
= X ~— fe see ‘rector, is “a voluntary, unincor- 
es nett | porated organization, supported by | 
a | the contributions of individuals 
eS = 7 } ‘and labor unions, devoted to leg- 
3 | Zz . islative and educational work since 
U 


: | Chicago, St. Louis, and in the coal 
‘mining states of Indiana, Illinois, 
West Virginia, Kentucky and Ten- 
| nessee. Nearl 
| One of the letters, from the ' 
president of local 4403, describes sprigl 
|the privies in a coal community of 


a 3,000 persons. “The refuse from | when 
4 |these privies is dipped out and_ 
*s hauled by wagon and dumped less And t 


ithan 100 yards from my house,” . 
‘he writes. it. Th 
“The Health Department wrote 


yy) the company pertaining to the adver 
‘matter, and as a result the doctor liv 
and is the only magazine was sent packing and the method | -— 


of refuse disposal still exists to- 
yy . Becau 
° . . . a 4 
Both letters continue in detail in lines 
a similar manner. 


that has all-parent readership in 890.000 homes | year. 


is 


: 1936.” 
, ' In addition to Washington 
: _ . ‘papers, the ad was run in. the 
ANS yS my New York News Sunday, and in 
~w ‘we \other newspapers in New York, 


“(VE COT JUST 
ONE AIM IW LIFE’ 


~“...to show you how| HY] 
) advertising pays in) 
WESTWAYS, the) 
meee Only All-Southwestern 

m travel magazine. Let’ 


bs oe us send you a ory 


Circulation 


100,000 


with about two million children! 


ot ad 
Me ERTISED 


THEREIN 


THE PARENTS’ INSTITUTE, INC. + 52 VANDERBILT AVE., NEW YORK 17 + CHICAGO + BOSTON + ATLANTA » SAN FRANCISCO | 
PARENTS’ MAGAZINE * BABY CARE MANUAL * YOUR NEW BABY * SCHOOL MANAGEMENT : 
The Parents’ Junior Quality Group: CALUNG ALLGIRIS * CALLING ALL BOYS % CALLING ALL KIDS | 
POLLY PIGTAILS x TRUE AVIATION x SPORT STARS x ‘TRUECOMICS x REAL-HEROES %& FUNNY BOOK | 

ad 


“ MAGATINE 
vst Angeles 54 California 
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HAIR 
DRESSER 


S 


-BEAUTY 
PARLOR 


Nearly 445 million dollars among these 
2s) sprightly, young Ohio Redbook families, 
m When they last counted it! 


ss || And because they’re young they’re spending 
| it. They’re spreading it around among the 
.e advertisers who are hitting them where they 
live—in Redbook. 


_ Because they’re young, drug and cosmetic 
"| lines got $8,180,000 of their money last 
— year. The food bill in Redbook, Ohio was 


4 


“~~ 


‘het alotof § 


: smart money in 


| REDBOOK, Ohio 


over $61,000,000— good healthy young 
appetites. 


And if they can get the new houses they 
want built in 1946, they will spend over 
$10,000,000. | 


Is $232 a page or $2784 too much to spend 
to tell your story to this $445,000,000 Red- 
book, Ohio market in full pages 12 times 
a year? That’s all it costs in Redbook, Ohio 
where you cover every family in town. 


«| HIT EM WHERE 
“| THEY LIVE, R 4 
‘ary | 


Send for the Redbook state-by-state analysis of family buying power. 
Write or phone Redbook, 230 Park Avenue, New York 17, New York 


FES Ee 


GARAGE 


THE REDBOOK NATIONAL 
SHOW GIVES YOU A 
$6,800,000,000 AUDIENCE 


That's the total income of Redbook readers 
in 48 states. It takes 577 million dollars 
worth of cars, gas and oil to keep ‘em 
rolling. They eat a billion dollars worth of 
food; 143 million dollars goes for drugs 
and cosmetics, and they buy 175 million 
dollars worth of building materials. 


Make the Redbook National Show your 
show, drawing these youthful spenders to 
your product. Hit ‘em with a page at 
every performance—$37,200 does it! 


RED BOOK 
NATIONAL SHOW | 
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Mactadden Women’s 
Group delivers largest 
circulation gain of the # 
three big groups in 


te Cf ~ 194 6 


And still gaining! Macfadden Women’s Group print orders 
for May up 41% over May, 1945! 


Advertising, too! According to Printers’ Ink—for the 4 
issues thus far tabulated in 1946, Macfadden Women’s Group 


had the largest linage gain of any major group! No wonder! 


KK Well over 400,000 more copies than paper-rationed 1945’s 


issues—a gain that, both numerically and percentage- 


wise, can be approached by no other leading group! 
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Lehman and Crossley 


to Address Weeklies 


A. W. Lehman, managing direc- 
tor of the Advertising Research 
Foundation, and Archibald M. 
Crossley, president of Crossley, 
Inc., will be principal speakers at 
the first annual meeting program 
of the Weekly Newspaper Bureau 
of the National Editorial Associa- 
tion, to be held in Estes Park, 
Colo., on June 14. 

Mr. Lehman will present results 
of a readership study of the Han- 
cock County Journal, Carthage, 
Ill., first in a series of studies 
which will comprise the Continu- 
ing Study of Weekly Newspapers. 
Mr. Crossley will present results 
of a test market survey now being 
conducted in Pennsylvania for the 
bureau, and will outline a sug- 
gested nationwide market study 


WHO SPECIALIZES 
IN CARTOONS AND 
CONTINUITIES FOR 
ADVERXISERS ? 


AND 
CUSHING 
OF COURSE 


program for bureau sponsorship 
on community markets served by 
weeklies, 


Munson G. Shaw Starts 
Liquor Imports Drive 

Munson G.Shaw Company, New 
York, has begun a national cam- 
paign for Duff Gordon sherries, 
Pommery champagnes, Bisquit 
cognac, Noilly Prat vermouth and 
Cockburn ports through Walter M. 
Swertfager Company. 

One-column insertions will be 
used in Collier’s, Gourmet and 
The New Yorker, supplemented by 
120-line newspaper ads in seven 
key city dailies and 12 business 
papers. 


‘Automotive Retailer’ 
Issues New Rate Card 


New rates effective July 1 were 
published by Automotive Retailer 
which has announced an increase 
in basic page rate from $175 to 
$200, as well as other proportion- 
ate increases. New closing date 
was announced as the 25th of the 
month preceding insertion date, 


and the first of the month of is- 


sue for plated copy. 


Packaged Fresh 
Produce on Way, 
Joint Study Shows 


Columbus, O., May 15.—Pre- 
packaged fresh fruits and vegeta- 
bles, refrigerated from grower or 
shipper to consumer, and sold in 
cellophane-topped, self-service car- 
tons, should soon be the rule 
rather than the exception, if local 
reactions to tests are indicative. 
The local experiments and surveys 
are being carried on by the Great 
Atlantic & Pacific Tea Company 
in conjunction with the Ohio Agri- 
cultural Experiment Station and 
Ohio State University. 

The latest survey, completed 
last December and just released, 
is the third in a series of yearly 
tests made in A&P supermarkets 
in this city. 


The so-called “Columbus Ex- 


periment,” to which A&P con- 
tributes $5,000 a year to defray 
expenses, is slanted toward cutting 
down spoilage and waste in the 
selling of fresh produce, toward 
more convenient and faster sales, 
and toward completing the ulti- 
mate ideal of the supermarket. 
Heretofore, supermarkets have 
been a hybrid combination of self- 
service departments and the three 
straight sales sections—dairy, meat 
and fresh produce. 

In five stores tested in the down- 
town Columbus shopping area 
over a period of ten months, 93.5% 
of the women questioned preferred 
the packaged produce, against 
6.5% who preferred bulk. Among 
the latter, reasons given were size 
'and inadequate visibility of the 
/package, and quality of the produce 
‘not dependable. A&P’s answer to 
these complaints is: 


Size Hard to Decide 


Size of the package is one of the 
most difficult things to determine 
about pre-packaging, since it is 
does not seem feasible to make 
/more than one size package for 
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Friendly Hands oo Are Extended to Greet Him... 
Doors Are Opened ([') to Receive Him... 


He’s the ex-GI who’s rapidly stepping into the solid citizen 
class—the man who will buy the lion’s share of the new cars, 
the new homes, and the new furniture to go in them. He’s the 
man who will have several suits and several pairs of shoes 
in his closet for the army taught him the value of a good 
appearance. He’s the man who needs your product—and 
will have the money to pay for it. He’s the man you want 
to sell—and can sell through the interest-packed pages of 
SALUTE*—the magazine he has faith in... because it has 
faith in him. SALUTE is rapidly winning the readership 
of more and more alert veterans who like its stories, 
articles, pictures and cartoons. It will continue to win 
even more new readers as one vet tells another that 
here is the magazine that picks up where YANK, the 
army weekly, left off—and features all their favorite 
GI writers and artists in civilian clothes. 


*SALUTE’S circulation is continuing 
its climb. From an initial print-run of 
300,000—SALUTE is now delivering 
450,000, with rates still pegged at ear- 
lier circulation figures. Foresighted 
space buyers are covering themselves 
and their clients with long-term insertion 
orders for they know that SALUTE’S 


continue — and 


eventually its space rates must climb 
with it. Choice positions are still avail- 
able in coming issues. For full details, 
phone or airmail our nearest office. 


] 


LOS ANGELES 
Broadway, Mutual 2161 
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any one product; however, this 
major item is being tested and 
surveyed now, and _ convenient 
sizes should soon be determined. 
Adequate visibility will be a 
simple matter of using a more 
shallow “boat” or box, leaving 
more cellophane showing. As to 
quality, the experiment was car- 
ried on during war years, when 
much of the nation’s farm produce 
went to servicemen and very lit- 
tle was wasted. In the future, 
quality should be more uniform. 

Reasons given for preference of 
the package idea were quality and 
appearance, sanitation (no han- 
dling), faster shopping, easier 
kitchen preparation and waste dis- 
posal, and storage of the product 


more easily and for a longer time | 


in the home. 
Up to Growers, Shippers 


A&P does not propose to take | 


on the responsibility of the pack- 
aging and refrigeration of the 
produce when the plan is set to 
go. Rather, it will be handled by 
growers and shippers, who will 
label all packages, after the pat- 
tern of Maine potatoes. The stores 
want to offer products identifiable 
by a brand name, just as is now 
done with other staples. 

Lack of any already manutac- 
tured packaging equipment, and 
lack of steel and other materials 
necessary to start production of 


ik ere 


machinery, besides a shortage of ' 


cellophane, now hold up the swing 
into pre-packaging. During the 
experiments, an A&P warehouse 
was used, with makeshift bread 
packaging equipment, where all 
packages were wrapped, heat 
sealed and labeled automatically 
with weight and price. Open re- 
frigerator cases were used, main- 
taining a temperature of 40 de- 
grees, to display the merchandise. 

The committee conducting the 
experiments is headed by Frank 
McGeough, A&P vice-president in 
charge of the Columbus unit and 
Walter Moxley, A&P produce de- 
partment. Others are J. Duncan 


icc ly 


Rankin, of du Pont’s cellophane di- — 


vision; Dr. Charles W. Hauck, Ohio 
Agricultural Experiment Station: 
Arthur Biddle, Hussman Refriger- 
ators, Inc.; James Morris, Ohio 
Boxboard Company; Ralph C. 


a 


Russell, Oliver Machinery Com- — 


pany, and George Bremer, head of 
the Columbus unit of Atlantic 
Commission Company, 
buying subsidiary of A&P. 


ABC Adds 205th 


American Broadcasting Com- 
pany’s string of affiliates has been 
increased to 205 with the addition 
of a station now under construction 
in Charleston, W. Va., to operate 
with 1,000 watts on 950 kilocycles, 
day and night. Call letters of the 


: 


produce- — 


outlet, which will join ABC Oct. 1 as — 


a basic supplementary station, have 
not been assigned. Joe L. Smith Jr., 
owner of WJLS, Beckley, W. Va., 
and president of WKWK, Wheeling. 
is president of the new station. 


McKay Forms Company 

John McKay, advertising - pro- 
motion manager of King Features 
Syndicate and its affiliate, Interna- 
tional News Service, has formed 
John McKay Company, Inc., pub- 
lic relations, at 515 Madison Ave., 
New York. Mr, McKay was man- 
ager of the publicity department 
of NBC for five years. 
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Don Gussow, Editor & Publisher 
33 W. 42nd St. 


New York 18, N. Y. 
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Here are the 27 food classifications in 
the Globe-Democrat’s Grocery Audit 


Package Laundry Soap 
Bar Laundry Soap 
Cake Flour 
Dehydrated Soup 
Chili Con Carne 
Cleansers 

Water Softeners 
Bleaches 

All Purpose Flour 
Pancake Flour 
Prepared Flour Mixes 
Toilet Soap 

Coffee 

Instant Coffee 

Dry Dog Food 
Ready-to-Eat Cereals 


Hot Cereals 
Shortening 


Margarine—Butter—Lard 
Evaporated Milk 
Peanut Butter 


Baby Food 

Baby Cereal Food 
Catsup and Chili Sauce 
Canned Soup 

Desserts 

Spiced Luncheon Meat 


For a black-and-white picture of all the ac- 
tion in an indicative grocery store market, 
turn to St. Louis and the GLoBE-DEMOCRAT 
Grocery Store Audit. 


This continuous GLOBE-DEMOCRAT sur- 
vey answers questions of price, packaging, 
sales, supply, merchandising and adver- 
tising about 450 products in 27 grocery 
store classifications. Revealing market 
expectations as well as sales results, this 
reliable Audit has made St. Louis the 


nation’s best test market for food products. 


Old or new, your product needs this 
factual information to keep up with the 
Joneses in its field. Write to the St. Louis 
GioseE-DemocratT, Dept. 100 St. Louis, 


Missouri. 


Only the Globe-Democrat claims to 
cover successfully the rich and im- 
portant market of the 49th State, 
which includes 87 counties in East- 
ern Missouri and Southern Illinois. 


has made St. Louis 


America’s 


No. 1 test market 


SL ouis Globe Democrat 
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INCREASED SERVICE to INDUSTRY 


@ Over two years ago it became apparent to FACTORY 
that new standards of service to readers and advertisers 
would be required to meet the needs of the new indus- 
trial America. For industry was expanding enormously, 
and with it the market for industrial equipment. Plans 
for greatly increased service were carefully laid then. 

Here are a few comparisons which indicate the ex- 
tent of the changes that have taken place: 


DURABLE GOODS INDEX almost double the 
1939 level. 


INDEX OF INDUSTRIAL PRODUCTION is 
more than half again as high. 


VALUE ADDED BY MANUFACTURE is 24% 
times as great. 


GROSS NATIONAL PRODUCT is over double 
the 1939 figure. 


PRODUCTION WORKERS — one third more 
than in 1939. 


LABOR COST (Average hourly earnings) — 
almost twice the prewar level. 


But even with no statistics or comparisons, it is obvious 
that our national economy has undergone enormous ex- 
pansion. Manufacturers selling to industry realize that 
their sales potentials are much greater than prewar— 
with many more men and new men—many more 


plants and new plants—to sell. The 1946-47 sales job 


is entirely different than in prewar years—it is in- 
finitely bigger and more complex. 

Convinced of the need for expansion of FACTORY’s 
service, our first and most important question was 


Just How Much Has Industry Grown, 
HOW MANY Plants of important Size 
Are There Now, WHERE Are They? 


We set out to get the facts, through the nationwide 
McGraw-Hill Census of Manufacturers. This is a con- 
tinuing study which began before the war ended and 
is tapping every possible source of information in indus- 
try and government. Its findings, based on reports from 
over 75,000 plants, reveal that: 


There Are Now About 22,000 Plants 
Employing Over 100 People, 
As Compared with 15,000 in 1939 


@ And these are the plants which buy the biggest share 
of industrial products — your best prospects. 

With this knowledge of how many important plants 
there are and where they are, FACTORY put its plans 
into action as soon as release from paper limitations 
permitted. As a result: 


FACTORY’s 1947 circulation objectives are to give you 


@ These objectives are already nearly 60% accom- 
plished in paid circulation right now. Without the 
slightest change in policy or aims, FACTORY is adding 
more sound circulation this year than the total circula- 


50% MORE BIG PLANTS (OVER 100 EMPLOYEES) 
DOUBLE THE NUMBER OF PLANT OPERATING MEN. 


than prewar 


tion of many publications reaching industry. And add- 
ing it to what was already the best coverage of that 
all-important industrial buying group—the plant 
operating men in the manufacturing industries. 
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50% MORE BIG PLANTS (OVER 100 EMPLOYEES) 
DOUBLE THE NUMBER OF PLANT OPERATING MEN 


--- At a LOWER RATE per thousand than the prewar average! 


Back your sales plans with FACTORY, which will give you 


if you want to sell the men in the plant—the men 
who have to get out the production—who buy and 
use modern equipment and methods—The Plant 


Operating Group— FACTORY gives you more of them 
2 _ per dollar than any business paper published. 


SELL THE PLANT OPERATING GROUP today to get 
business tomorrow. 


building the largest PAID audience of plant operating men ever 
reached by any industrial publication — editorially “conditioned”’ 
to buy products that will increase production and lower costs. 


- FACTORY will reach many thousands more of these 
men—top men in the plant operating group, picked by the 
toughest circulation specifications in FACTORY’s long his- 
tory. The first circulation objective, set for 1947, is already 
well on the way. So well, in fact, that advertisers are NOW 
getting a circulation bonus of thousands of new readers 
every month —a bonus that will total over 100,000 in 1946 
(for every-month advertisers). 


And FACTORY WANTS you to know just 
WHO these new readers are! Ask to see the 
INTERIM CIRCULATION AUDIT, issued 
periodically, with complete details on new sub- 
scribers. There’s PROOF of circulation QUAN- 
TITY and QUALITY as it is being added. 


These are the steps FACTORY has taken to deliver all-time 
high standards of help for the complex problems of plant 
operating men, and unequalled advertising values for manu- 
facturers who sell to industry. And scores of agency execu- 
tives, sales and advertising managers have told us of their 
hearty approval of “FACTORY’s courageous expansion.” 


than prewar 


FACTO RY 


_ MANAGEMENT AND MAINTENANCE” 


ABC + ABP ee 
A McGRAW-HILL PUBLICATION ©@ 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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JOB TRAINING—On-the-job training is in progress at J. R. Pershall Co., Chi- 

cago agency, and Charles W. Tennant Jr., copy chief and a veteran himself, lec- 

tured at the opening session, which was attended by representatives of the Wac, 
paratroopers, Marine Corps and Navy. 


Schick Invades 
Market with Its 


New Shaverest 


New York, May 15.—Schick, 
Inc., began promotion this week 
of a new shaving accessory, the 
Shaverest, an electrically operated 
plastic holder which will contain 
Schick electric shavers when not 
in use. 

The company, through Kudner 
Agency, started the promotion 
with spreads in business papers, 
to be followed with color pages in 
July issues of Collier’s, Life and 
The Saturday Evening Post. 

The new accessory, which will 
retail at $7.95, may be attached 
to any bathroom wall. It holds 
Schick electric razors snugly, and 
has a reel of cord inside which 
extends as the shaver is with- 
drawn. The current is switched on 


as the shaver is lifted away, and 
cut off as the shaver is returned to 
its place. The cord is reeled in 
by pressing a button. 

The Shaverest bowed at an an- 
nual meeting of the company’s 
sales force. Paul H. Hill, general 
sales manager for Schick, told the 
group that the accessory is in suf- 
ficient production to meet initial 
demand, although he believes 
there is little hope of meeting full 
demand for the new product dur- 
ing the current year. 


Mutual Adds Stations 


Mutual Broadcasting System has 
announced addition of three south- 
ern stations, bringing its affiliates 
to 303. The new stations are KRIG, 
1,000 watts, Odessa, Tex.;, WIRA, 
250 watts, Palm Beach, Fla., and 
WPUV, 250 watts, Pulaski, Va. 

Station KWTX, new 250-watt 
station, has begun operations in 
Waco, Tex. It is affiliated with 
Mutual. 


Sets Pace 
in Retail. Sales 


si 


10.9% Above National Rate 


Of Spending . . . 


Wy 


Per capita spending by Worcester County’s half. 


million population reached $608 in 1945, well above 
the national average of $550. Compare Worcester 
County’s $301,500,000 retail sales last year with 


| 
| 
| 
| 
| 
| 
| 
| 
| 


those of 1939 — $148,080,000, or a gain of 102%. | 
National improvement over the same period reached 


only 75%. 


To tap this prosperous, growing market, use the | 


Worcester Telegram-Gazette with a daily circulation 
in excess of 135,000 and a Sunday circulation in 


excess of 95,000. 


All figures from the Dept. of Commerce presented by Printers’ Ink, April 5. 


th TELEGRAM -GAZETTE 


_ WORCESTER, MASSACHUSETTS — 


— GEORGE F BooTn Pubaisher- 
and ASSOCIATES, NATIONAL REPRESENTATI 


OWNERS of RADIO STATION WTAG 


Young & Faught, 
Public Relations, 
Launched in N. Y. 


New York, May 14.—John Orr 
Young, co-founder of Young & 
Rubicam and more recently public 
relations counsel to the National 
Association of Manufacturers, and 
Dr. Millard C. (Tex) Faught, for- 
merly associate public relations 
director of the Committee for 


Economic Development, have 
formed Young & Faught, 4 E. 53rd 
St., New York, to follow a “com- 
munity approach” in counseling 
on public relations. 

The partners cite current situa- 
tions “where management finds 
itsélf far removed from labor, pro- 
ducers from users of their goods, 
and a general tendency for people 
to follow conflicting group inter- 
ests.” The attachment of all in- 
dividuals for their home town or 
neighborhood, however, they ex- 
plain, “offers business a natural 
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vehicle for re-personalizing itself 
in the public mind.” 


Ziff-Davis Pulps to 
Take Advertising Space 


Ziff-Davis Publishing Company, 
Chicago, has resumed inclusion of 
advertising space in its six pulp 
magazines, at a base rate of $600 
a page. Circulation of 800,000 is 
guaranteed for two months. The 
fiction group includes Amazing 
Stories and Mammoth Detective, 
monthlies, as well as four bi- 
monthly publications. 


Wro likes the toaster to look 


pretty on the table? 


its beautiful talent 


right touch of golden brown is 
Who' 
pay more for it because its design 


worth guarding? 


is good, 


The lady whose heart 


home--and to whom every last 


detail is a personal 


And who reads Better 


Gardens? The same lady. 


its finish superior? 


ho Cygy about 


TOA 


Winy 4 the Tods 


Who thinks 
for just the 


S willing to 


is in her 


concern. 


Homes & 


pudding? 


There are over 2,650,000 of her-- 
reading BH&G because it covers 
everything connected with runnin; 
a house--new roofs and rosebushe: 
closet plans and refrigerators, 
carpets and butter substitutes, 
house plans and what to feed the 
baby. 


Where do you think you could 
possibly find a higher percentags 
of sales for your best vacuum 


cleaner or paint or butterscotch 
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Will Print Fortnightly 

Magazine World, New York, this 
month changed from a monthly 
to a semi-monthly, dropping its 
single-copy price from 40 cents to 
25 cents and increasing the annual 
subscription price from $4 to $5. 
The Canadian price is 30 cents a 
copy, $6 a year. 


KSJB on 5.000 Watts 


With a new transmitter and new 
equipment, Station KSJB, James- 
town, N. C., is now operating on 
a frequency of 600 kc., 5,000 watts. 


Gilmore Forms Agency 


John Gilmore, who left the sales 
staff of Station WICC, Bridgeport, 
Conn., to form the New England 
School of Radio Broadcasting, has 
founded the New England Adver- 
tising Agency in Hartford, Conn. 


Magazine Boosts Rate 


Better Food, New York, for- 
merly American Cookery, has an- 
nounced new rates, effective in 
September, bringing the page rate 
to $395. The monthly will go to 
a 9x12” size in September. 


Form Paper Center, Inc. 


Paper Center, Inc., specializing 
in printing, packaging and spe- 
cialty paper merchandising, has 
been formed in New York, with 
temporary offices at 126 E. 59th 
St. Bernard H. Ross, formerly 
with Milton Paper Company, is 
president. 


Colt Promotes Conner 

Colt’s Patent Fire Arms Mfg. 
Company, Hartford, Conn., has 
named B. Franklin Conner execu- 
tive vice-president. 


Carries Ad Law 
Fight to Court 


Portsmouth, N. H., May 14.— 
Contentions of the Chronicle and 
Gazette Publishing Company, pub- 
lisher of the Portsmouth Herald, 
that the 1945 state law regulating 
rates for political advertising is 
unconstitutional will be answered 
at the June term of the state su- 
preme court, when a hearing is 
to be held. 

In a petition seeking a test of 
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the law’s legality, the newspaper 
set forth 12 points including the 
assertion that the law impairs the 
freedom of the press, is regulatory 
and discriminatory, and that the 
legislature’s powers do not include 
the right to pass such laws. 

The publisher also asserts that 
the law penalizes newspapers and 
radio stations by giving an advan- 
tage to companies handling other 
forms of political advertising. 


McGuinn Opens Office 


James J. McGuinn, recently 
with ADVERTISING AGE and previ- 
ously with Broadcasting, has 
opened a publicity agency at 159 
E, Chicago Ave., Chicago 11. Dor- 
othy Laughlin McGuinn, former 
free lance publicity writer and 
research specialist, will have 
charge of promotion of women’s 
products and research. 


Blue-Strike to Peck 

Blue-Strike Razor Blade Com- 
pany, New York, which recently 
completed construction of a new 
plant on W. 34th St., has appointed 
Peck Advertising Agency, New 
York. 


$$ MONEY TALKS!.. 


in the “GOLDEN BELT 
of the South”... 


Things are on the rise, down 
here—going way up, that is. 
1945 Retail Sales . . . Over 


7352 MILLIONS* 


30% of the North Carolina 
Total and a $28 Million Dollar 
Gain over 1944. 

(°SM 1946 Survey of Buying Power) 


The Raleigh News and Observer (the 
/ ONLY Morning and Sunday Daily 
"published in the Golden Belt) carries 
your message to nearly half of the 
white families in this prosperous 33 


county region. All-time high ABC 


circulation now over 90,000. 


and Observer 
MORNING ond SUNDAY 
Raleigh, North Carolina 


Represented by THE BRANHAM COMPANY 
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New’ LaughGrapht' | vce horizontally. The volume, |J02€8 Appoints Warren B 
; '|N. Y. Office Manager i 
Meas St di duration and frequency of laugh- | *"* ; 
ures udaio | ter and applause can be checked ny = Prine ae oe a 
’ /against the script and the enter-| charge of advertising and Coordi- | i SEL OS me i 
Guests’ Response |tainment appeal evaluated Mr. nating merchandising activities for| es ot the Toronto Canadian Club is Douglas m. | LC 
New York, May 14.—A newly | Walker points out. appliances and | Gowdy, business mgr. of the Financial Post. . . Walter F. Taylor, 
developed “Multiple Level Audi-| Leading network comedy pro- | gjectrie ¢om- publisher, and David N. Laux, v.p. of Sports Afield, have returned, 
ence Response Recorder” which|srams with studio audiences are | mercial cooking well browned, from a dose of Bermuda sun. . . 
translates the sound level from/| charted weekly by the Walker or-/| equipment of Julien Elfenbein, ed. director of Haire Publications, is new presi- 
studio audiences on a “laugh| ganization. The “laugh graph” has | Edison General dent of the New York professional chapter of Sigma Delta Chi, E 
; graph” was announced last week| Shown, according to Mr. Walker, | Electric (Hot- journalism honor society edi' 
# by Ernest M. Walker, president of |that Bob Hope’s opening mono- on pan onl Mona Paine, WBT (Charlotte, N. C.) commentator, who recently ecu 
aoa Inc., developer of ge ge nage e.g bwcooag Chicago, nae joined the Charlotte ad agency of Ayer & Gillett as fashion and ro 
The recorder “permits measure-| Andy recently exceeded Fibber Now York 1 nets aaaeer at Pgs aan x. 
ment of how funny is a comedian, | McGee and Molly in total number | ager of Ralph “Jobs and Futures,” in Made- 
how stimulating a speech or how/and duration of laughs. Fibber|H,. Jones Com- Harry Warren | moiselle’s July issue. . . Reeves wit 
valid a playwright’s estimate of | McGee and Molly frequently aver- | pany. Lewenthel. founder and pres. une 
the audience’s appreciation of his | age three laughs per minute on the} Before joining Hotpoint eight f Associated American Artists sal 
lines,’ Mr. Walker claims. “Fur-| recorder. years ago, he was associated with) ° back from London, where he Mo 
thavenave, by dhetking the oerme- Pe ae the Detroit Times in real estate| }8 Pac , aa rng rediage Ad 
nent record made by the instru-| Heads Frozen Foods Co. |27¢ @PPlance_ Promotion. pr ager eh qalantitene and 9d 
ments, corrections in lines, deliv-| k&. J. White is the newly-ap- - artists. ... sa 
ery and other elements of the pro-| pointed president of Western KABC Increases Power Gail Ellen and Wendy Joy : 
gram can be made and checked | Frozen Foods Company, Watson- Station KABC, ABC affiliate in} Ajexander daughters of Sidney age 
against subsequent response rec- ville, Cal., and not president of|San Antonio, has increased its G. Alexander, Columbia Pic- oa 
ards.” Brisacher, Van Norden & Staff,| power from 250 to 50,000 watts tures’ ad mgr. have a baby re 
a h . |San Francisco, as was reported in daytime and 10,000 nighttime, and ron a H ‘ain ¥ 
The device measures the studio |the April 29 issue of ADVERTISING|switched its dial position from| brother, Richard Harry, weig Pr 
. audience sound level and records | AcE. 1450 to 680. ing in at 8 lbs., 6 oz. at the ' 
ae Jewish Hospital, Brooklyn. . . an 
. William B. Ziff, pres. of Ziff TUCSON ART—Ernest Cabat points Gu 
= A LITTLE EXTRA EFFORT Davie Fubishing Gu wil ave TUCRON AT to, Gunes |S 
7 a new book out June 19, pub- 45 they look over the work of nine pine 
lished by Harper & Bros. Origi- Tucson artists in an advertising art cas 
nally titked “America Faces _ exhibit sponsored by the Tucson Adver- . 
: Russia,” it’s now called “Two tising Club. ad 
OFTEN GETS A BIG RESULT! “ss. ad 
- *% Stephen P. Glennon, v.p. in charge of advertising for Popular We 
e | eemeyromemoeneve a Science Publishing Co., and Mrs. Glennon became parents of a son, 
their sixth child, Charles Vincent Glennon, on April 24 at Lenox the 
Hill Hospital, New York. . . The San Francisco Manufacturers & tio 
Wholesalers Ass’n will present Marjorie Lenz, West Coast ed. of pc 
Charm, with an “Oscar” as the fashion editor making the most out- m. 
standing contribution to the California market during the past Me 
Car. ... | 
. Founders W. A. P. John, chairman, and James R. Adams, pres. the 
of MacManus, John & Adams, were hosts to their staff at a buffet po 
supper celebrating the Detroit agency’s 12th birthday May 13. . . Tt 
A. B. Roe, pres. of The McBee Co., Athens, O., has in his posses- ¥ 
sion a framed parchment copy of a congratulatory resolution, hand 
lettered and illuminated, which was adopted by the board on the - 
occasion of the 35th anniversary of his service with the company... Fa 
Don Searle, ABC vice-president in charge of the western div., ha 
has been appointed to serve a two-year term on the board of the ag 
Hollywood C. of C... Charles W. Doughtie, a wartime aerial gunner 
in the Pacific theater, and now with Fuller & Smith & Ross, Cleve- - 
land, submitted four prints to the Cleveland Museum of Art for its 
May show, and had all of them 
accepted. They’re character 
studies made on a recent visit 
to Norfolk, Va., where the 
agency man was formerly a 
newspaper photog. . . 
The Schenectady Ad Club 
gave a testimonial dinner, re- 
cently, for Robert L. Gibson, 
one of its highly esteemed past 
presidents, who has been ap- 


pointed adv. and sls. mgr. of 
G-E’s chemical dept. . . 
Marvin Mann, exec. of Weiss 
& Geller, Chicago, made the 
“Tattler” col. of a local paper 
when he was host at the Pump 
Room to the Rt. Hon. Leslie 
Hore-Belisha, the notable 


MBS REWARDED—Lewis Allen Weiss, 
left, vice-chairman of Mutual and exec- 
utive vice-president of the Don Lee 
network, receives an award made to 
MBS by the Army and Navy for "dis- 
tinguished performance rendered serv- 
icemen overseas in cooperation with 
the Armed Forces Radio Service." Lt. 
Col. Robert E. Kearney made the pres- 


Briton. . . 

Cleveland admen who are 
working toward the success of 
the 46th Open Gold Champion- 
ship, scheduled for mid-June 
at Cleveland’s Canterbury Club, 
include E. G. K. Meister, pub- 
lisher of the American Fruit 


Maybe it’s instinctive with you, but more likely you enenuetve 
plan those “finishing touches” that really distinguish REPRESENTATIVES : 
d 1 littl hi | lif ALBUQUERQUE KOB 
your product—those little extra somethings that lit BALTIMORE WCBM 
. . + BROWNSVILLE KVAL 
it away from competition. BUFFALO WGR-WKBW 
CHARLESTON, S. C. wcsc 
Same way with our work here at F&P. Almost any CINCINNATI WCKY 
° ° ° ° P COLUMBIA, S. C. Wis 
station-representative can do the basic routine of this CORPUS CHRISTI KRIS 
, —_ 9 : , DAVENPORT woc 
business. But what we add is that extra effort that eae weenes one 
makes all the difference. Seeing to it that you get all DULUTH KDAL 
; ; ; 7 ; FARGO WDAY 
the information on any subject under discussion— HOUSTON KXYZ 
. , INDIANAPOLIS WISH 
that you get the best deal available rather than just a KANSAS CITY KMBC 
“good” deal—that you are ha 7 : LOUISVILLE WAVE 
& es ppy about your spot | sinueapo.is-st. PAUL WICH 
broadcasting, rather than just “contented”. OKLAHOMA CITY KOMA 
PEORIA-TUSCOLA © WMBD-WDZ 
. oe ‘ PORTLAND 
Want some of those finishing touches—of our busi- RALEIGH aaa 
ness? ROANOKE WDBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
; SHENANDOAH KMA 
FREE & PETERS. ine. | Ss: Se 
=< . . . . TULSA KTUL 
Pioneer Radio Station Representatives and WRIGHT-SONOVOX, Inc. 
| EEE 


Franklin 6373 Plaza 5-4130 


CHICACO: 180 N. Michigan MEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 


Since May, 1932 


Cadillac 1880 Sutter 4353 Hollywood 2151 Main 5667 


entation in Hollywood. Grower, gen’l chmn.; C. L. 


Eshleman, chmn. of Griswold- 
Eshleman, head of ticket sales; Franklin L. Miller, western megr., 
The American Weekly; Charles Farran of Griswold-Eshleman, 
Vern Pribble, WTAM; J. L. Naylor, The Saturday Evening Post; 
Newton Cross, McCann-Erickson; L. H. Church, Hill & Knowlton, 
and C. E. Beavan, McGraw-Hill. . . 

Hugh H. Riner, business mgr. of Hardware Retailer, who com- 
pletes 40 years with the publication in August, was given a testi- 
monial dinner not long ago by Ad Reps Ted Osgood, Boston; Wer- 
ner Hauptli, New York; Bill Ackerman, Cleveland; Earl Scrogum, 
Chicago, and Robert H. Deibler, Los Angeles. All were present at 
the Atlantic City shindig except the West Coast rep... 

The first of the month was the 55th anniversary of Sol Abrams’ 
association with Jos. Schlitz Brewing Co., Milwaukee. Now vice- 
president and gen’] mgr., Mr. Abrams began as a $4-a-week office 
boy. .. Chairmanship of the board of trustees of the Richard Bong 
Memorial Foundation has been given to Harry A. Bullis, pres. of 
General Mills. .. And Melvin F. Hall, head of the Buffalo agency 
of that name, has been appointed chairman of publicity for the 3rd 
annual United Negro College Fund campaign in his city. . . 

Julia Dorn has resigned as radio mgr. for United Artists to marry 
Martin H. Heflin, Washington public relations and legislative coun- 
sel, and brother of the M-G-M film star, Van Heflin. . . Kathleen 
Walker, ass’t ed. of the Inter-American, is on a four-month tour of 
S. A. where she is investigating industrial development. . . 
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Burnett Appointed 
Editor of ‘IM’: 
Media Men Named 


Hal Burnett, former managing 
editor, Washington editor and ex- 
ecutive editor of ADVERTISING AGE, 
has been named editor of Indus- 
trial Marketing, a post filled dur- 
ing the war years by G. D. Crain 
Jr., publisher of the magazine. 

... John F. Connery, formerly 
with the New York Herald Trib- 
une and Esquire, and who did 
sales promotion work for General 
Motors Corporation and the Wine 
Advisory Board, has joined the 
foreign editions department of 
Newsweek as space salesman. 

... Frank Moore, southern man- 
ager of the Scripps-Howard na- 
tional advertising department in 
Memphis, has been appointed ad- 
vertising director of the Houston 
Press, 


... C. L. Haskins, former ad- 
vertising representative of the 
Gulf Publishing Company, Cleve- 
land, is now a member of the ad- 
vertising staff of Iron Age, in Chi- 
cago. 

. . . Carl Doty, formerly eastern 
advertising manager of ADVERTIS- 
Inc AGE, has joined the New York 
advertising department of Hillman 
Women’s Group. 


... Loughton Smith, who before 
the war was in charge of promo- 
tion for Liberty, has been ap- 
pointed advertising promotion 
manager of Popular Science 
Monthly. 

... W. P. Hamann has joined 
the advertising staff of World Re- 
port after serving as New England 
representative of Fortune and 
Time. 

... Ralph Miller, sales manager 
of WKY, Oklahoma City, and pre- 
viously advertising manager of the 
Farmer - Stockman for 14 years, 
has been appointed general man- 
ager of KCRA, Sacramento, Cal. 


EYE’ CATCHERS 


| od - 
CLIP COUPON TO LETTER-HEAD 


Feasaeae eee eee | 


'FREE!... mail this now! ! 


i EYEXCATCHERS, Inc. 10 E. 38th St., N. Y. 16 i 
Please send FREE proofbook referred to in ad. 1 

No obligations. P 

| | Name... cccccccccccccccccccscccccccececcecss | 
IIE so ssinendnnshanteabenedesenieceuendes | 
iia ie acedansnecdied ee 1 
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_ +++ Harold L. Behlke, advertis- 
ing sales representative of United 
States News, has been appointed 
western advertising sales manager 
of the publication, in Chicago. 

...F. E. Busby, associated with 
Station WMOB, Mobile, Ala., for 
many years, has become manager 
of the station. 


Soderberg to Y&R 


Henry Soderberg, formerly with 
the Office of Inter-American Af- 
fairs, has joined the international 
division of Young & Rubicam, New 
York. After May 15, he will be 
Y & R’s Puerto Rico representative 
in that office. 


McCann Moves Office 


McCann - Erickson, Inc., New 
York, has moved its Argentine 
staff of 75 to larger quarters at 
San Martin 345, Buenos Aires. 


First Newspaper 
Campaign Started 
by Guardian Life 


New York, May 15.—Guardian 
Life Insurance Company of Amer- 
ica is starting its first extensive 
newspaper campaign this month, 
with a test series of weekly alter- 
nating 200 and 100-line insertions 
in ten cities from coast to coast, 
through John A. Cairns & Co. 

The campaign was developed 
with the Bureau of Advertising 
and the New York Newspaper 
Representatives Association, Open- 
ing emphasis will be on juvenile 
insurance as a means of guarantee- 
ing a child’s education. An illus- 


trated booklet will be offered. Sig- 


natures will localize the advertis- 
ing to direct response to the Guar- 
dian agency in each city. 

The cities are Albany, Boston, 
Buffalo, Denver, Indianapolis, 
Minneapolis, Rochester, St. Paul, 
San Francisco and Syracuse. 


. . 
Air Force’ Becomes 
Civilian Magazine 

Air Force, formerly the official 
magazine of the U. S. Army air 
forces, will be published by Phillip 
Andrews Publishing Company, New 
York, as the official magazine of the 
Air Forces Association, beginning 
with the July issue. 

As a military publication, the 
magazine had a circulation of 600,- 
000. It will begin its civilian oper- 
ations with a base rate of 100,000 at 
$450 a black-and-white page. Ad- 
vertising space is limited by the 
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Air Forces Association, an organi- 
zation of AAF veterans. The edi- 
torial advisory board of the maga- 
zine includes ex-Col. James H. 
Straubel, Avon Pocket-Size Book 
Company; ex-Lt. Col. Arthur Gor- 
don, editor of Cosmopolitan, and 
ex-Lt. Col. Corey Ford, magazine 
writer. 


Joins Lester Harrison 


Edward I. Fessler, formerly ad- 
vertising and sales promotion di- 
rector of Pierce Watch Company, 
New York, has joined Lester Har- 
rison, Inc., New York, as account 
executive. 


KYLR to McGillvra 


KXLR, Little Rock, Ark., has 
named Joseph Hershey McGillvra, 
Inc., as exclusive national sales 
representative. 


CARS --- CARS --: 
AS NEVER BEFORE 


OUTDOOR ADVERTISING 


NATIONAL SALES REPRESENTATIVE 
OF THE OUTDOOR INDUSTRY 


Cars are again rolling along the streets of America 

in full force...and every car that rolls off the assembly line 
adds to the tremendous moving market 

reached by outdoor advertising. 


Here’s an opportunity to place your product 
and sales message in big, bright, colorful outdoor advertising 
before the prosperous millions of American buyers 


...and the opportunity is yours. 


60 EAST 42ND STREET 
NEW YORK 17, WN. ¥. 


As more and more cars get rolling as they never rolled before. . . so, 
outdoor circulation will mount and roll up in volume as never before. 


INCORPORATED 
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An Oversight 


To the Editor: In the April 29 
issue of ADVERTISING AGE you re- 
fer to through transcontinental 
sleeping car service of the New 
York Central and Pennsylvania 
Railroads. I was somewhat sur- 


prised that no mention was made) 


in the article to the through sleep- 
ing car service inaugurated by the | 
Baltimore & Ohio on March 31, 
between Washington and Los An-| 
geles. I presume this was due to 
an oversight. 

R. C. MacLeEtian, 
Advertising Manager, Balti- 
more and Ohio Railroad Com- 
pany, Baltimore. 

. 3 F 


Gives Definition 


To the Editor: In your issue of 
May 6, I note on Page 52 a dis- 


This department is a reader’s forum. Letters are welcome. 


cussion of the “counsel on public 
relations.” We originally defined 
counsel on public relations. 
enclosed excerpt from H. L. Men- 
cken’s “The American Language” 
may be of some interest to you in 
this connection. 

Epwarp L. BERNAYS, 
New York. 

| [Editor’s Note: Mr. Bernays 
jsends along an extract from Sup- 
’| plement 1 of Mr. Mencken’s book, 
/which gives a historical summary 
lof Mr. Bernays’ work in develop- 
\ing public relations, and includes 
ithe following definition of public 
‘relations taken from the Diction- 
ary of Sociology, 1944: 

(1) Relations of an individual, 
association, government or cor- 
poration with the publics which it 
must take into consideration in 
|carrying on its social functions. 


|These publics can include voters, 
customers, employes, potential em- 


The | ployes, past employes, stockhold- 


|ers, members of antagonistic pres- 
/sure groups, neighbors, etc. 

| ““(2) The body of theory and 
| technique utilized in adjusting the 
relationships of a subject with its 
publics. These theories and tech- 
niques represent applications of 
sociology, social psychology, eco- 
nomics, and political science as 
well as of the special skills of jour- 
nalists, artists, organizational ex- 
perts, advertising men, etc., to the 
specific problems involved in this 
| field of activity.” 

“Public relations counsel” is de- 
fined as: 

“Specialists in public relations. 
Specifically, an expert in (a) an- 
alyzing public relations maladjust- 
ments, (b) locating probable causes 


and you have a shorter “haul” to bigger sales... 


OHIO FARMER | 
- CLEVELAND 


In He Golden Crescent—the rich agricul- 
tural states of Michigan, Ohio and Penn- 
sylvania—farmers enjoy an exceptionally 
high cash income and profits per acre. One 
reason is their nearness to consuming 
markets ... which means shorter hauls, 
lower delivery costs and higher profits on 


all farm products. 


Fae Golden Crescent averages 781 mar- 
keting centers per state—as against the 
U. S. average of 349. These are markets 
where the farmers sell—and also where 
they go to buy the manufactured goods 
they want. 


© Just as the farmer’s delivery costs are low, 


DETROIT 


| MICHIGAN FARMER © 


so are the costs of the advertiser seeking 
to profit in this lucrative field. Actually, 
you can reach 70% of these three million 
prosperous folks with only three publica- 
tions ... the three home farm papers 
which they depend on and thoroughly 
read MICHIGAN FARMER, 
OHIO FARMER and PENNSYLVANIA 
FARMER. 


Today’s farmer is affluent, brand-conscious 
... With cultivated urban taste. He is in 
a position to buy any manufactured prod- 
uct that appeals to him. If you want “short 
haul” coverage of such a market at low 
cost . . . look into your opportunities in 


Tae Golden Crescent 


“Your distribution may be national, but your selling is always LOCAL” 


Copyright 1946, Capper-Harman-Slocum, Inc. 


» PENNSYLVANIA FARMER 


HARRISBURG 


ata. MS 


1of such maladjustments in the so- 
{cial behavior of the client and in 
ithe sentiments and opinions of 
/publics, and (c) advising the cli- 
ent on suitable corrective meas- 
ures. The latter requires ‘bedside’ 
techniques as delicate and com- 
plex as those utilized by the psy- 
chiatrist in many cases. The pub- 
lic relations counselor has a field 
of competence that overlaps some- 
what those of press agents, public 
opinion analysts, lobbyists, or- 
ganizational experts, etc., and re- 
quires him to be in a broad sense 
a societal technician, proficient in 
the application of scientific social 
theories and tested publicity tech- 
niques.”’] 

v ad v - 
‘True Confessions’ 
Leads All the Rest 


To the Editor: On Page 28 of 
your May 6 issue the Magazine 
Advertising Bureau releases a 
proud report on the magnificent 
circulation growth of leading 
magazines in the period 1939-1945 
inclusive. 

Omitted is a great performance, 
probably the No. 1 demonstration 
of all 36 leaders listed in the MAB 
tables. 

I refer to Fawcett’s True Con- 
fessions, which listed 921,165 as its 
1939 effort and 1,964,639 in 1945. 

A gain over the stretch, of 1,- 
043,474 or 113%—entitling us to 
top rating rather than omission. 

Exiott D. ODELL, 

Advertising Director, Fawcett 

Publications, Inc., New York. 


Here, On This Very Page, 
We Fix Errors of the Age 


To the Editor: When John Dry- 
den, in 1687, wrote “That men may 
err was never yet denied,” how 
could he possibly have foreseen 
that ADVERTISING AGE would pull 
such a boner in 1946? 

In an article reporting the find- 
ings of the “Brand Preferences of 
Young America” survey conducted 
for The National Comics Group 
and Fawcett Publications, ApvER- 
TISING AGE gave exclusive credit 
to Fawcett. This study was de- 
signed and created, fathered and 
supervised by The National Comics 
Group as well as Fawcett Pub- 
lications. 

Here is how it all began. One 
afternoon your executive editor’s 
office phoned us asking for a copy 
‘of our 


“Brand Preferences of | 


Advertising Age, May 20, 1946 


in your news pages. That very 
day we dispatched, post haste, one 
of the few remaining copies of 
the survey. 

Some time passed, and then we 
received a tear sheet of Page 16 
of the May 6 ADVERTISING AGE with 
an attached memorandum reading, 
“Here is the story. I hope we did 
right by you!” 

Advertising Age, you done us 

wrong, 

In pulling this boner you rang 

the gong; 

Somehow we’ll forgive you, so 

for our sake 

Next time you give credit, give 

US the break! 

Epwarp S. Howarp, 
Promotion Manager, The Na- 
tional Comics Group, New 
York. 

[Editor’s Note: We done ’em 
wrong, and that’s no gag; not even 
for a comics mag. We hereby put 
it right, in every reader’s sight.] 


Rolls Razor President 
Works Up a Lather 


To the Editor: An article on 
Page 73 of the current edition of 
ADVERTISING AGE entitled ‘Gim- 
bels Launches Razor in Lather of 
Historic Copy” could well leave 
me in a lather, if I lathered as 
easily as the Rolls shaving soap 
does. 

The writer of the article in ques- 
tion makes the following state- 
ment: ‘With some of the features 
of the Rolls Razor, and approxi- 
mately the same price, $15, .. .” 

I have before me a Rolls razor 
and a Wilkinson razor, and I’ll be 
doggoned if I can find a single 
feature of the Rolls razor incor- 
porated in the Wilkinson, with the 
exception that both are stamped 
“Made in England.” We feature 
one hollow ground Sheffield steel 
thick blade. They feature seven 
thin blades. We feature the simple 
automatically controlled built-in 
hone and strop. They feature a 
separate strop of the old fashioned 
auto-strop construction, and pro- 
vide no hone. We feature a simple 
two-piece shaving instrument con- 
sisting of streamlined guarded 
blade and handle. They feature a 
much more complicated shaving 
device. Our price is $12.50. Their 
price is $15. 

Attached is copy of an adver- 
tisement which appeared in the 
principal New York City daily 
papers on the date of May 7, 


Young America” study and any which confirms some of the state- 
correlating material that could be ments made above. 
used with the study in a report} 


With the writer’s compliments, 


r/ COLLINS 
MILLER & 
HUTCHINGS 
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there is being forwarded, marked 

for your personal attention, a Rolls 

razor, which I hope you will use 

and determine for yourself how 

utterly different, efficient, and 

simple the Rolls razor really is. 

ROBERT G. Brown, 

President, Rolls Razor, Inc., 
New York. 


vVvv¥#eeéegmy 
Adds Definitions 
To the Editor: In your April 15 
issue, Page 70, you list Prof. James 
C. Drury’s definitions of advertis- 
ing, sales promotion and merchan- 
dising. 


In answer to your friendly chal-_| 


lenge I submit my own definitions 
of these three terms plus the defi- 
nitions of marketing and distribu- 
tion. 


Please note that my definitions | 


refer to the various ways in which 
advertising (as a profession) serves 
as a tool to sales: 

(1) Advertising is to announce 
publicly one’s desire to exchange 
property or service for money or 
for something of value. This is 
done through periodicals and/or 
radio. 

(2) Sales Promotion is to an- 
nounce this same desire but 
through signs, display and/or 
mails. 

(3) Merchandising is the appli- 
cation and use of advertising and 
sales promotion techniques, efforts, 
stratagems and stunts. This is 
usually accomplished by the crea- 
tive displaying of the goods them- 
selves in combination with the ad- 
vertising ,and sales promotional 
pieces. 

(4) Marketing is the develop- 
ment of new markets by the sales 
department—employing to accom- 
plish this the advertising, promo- 
tional and merchandising cam- 
paigns already proved successful 
somewhere else. 

(5) Distribution is the channel- 
ing of advertising, promotional and 
merchandising creations, efforts, 
stratagems and stunts to com- 
pletely cover a given market. 

DARIO DE LA GARZA, 

Assistant Advertising Man- 

ager, Export Department, Vick 

Chemical Company, New 

York. 


Prof, Drury Fires Back 
at Critics of Definitions 


To the Editor: I am afraid your 
readers who commented in the 
May 6 issue upon my definitions of 
the marketing techniques which 
appeared in the April 15 issue 
missed the point. 

The need as I see it is for a set 
of definitions which are mutually 
exclusive. I wish someone would 
prepare a complete set which 
would avoid the overlapping and 
confusion so often found. 

I am sure my set can be im- 
proved but at least it attempts 
to separate the techniques into 
mutually exclusive categories. 

Salesmanship is separated from 
advertising and sales promotion 
on the basis that salesmanship is 
personal while the others are non 
personal. 

Advertising is separated from 
sales promotion on the basis that 
advertising is limited to media not 
owned or controlled by the adver- 
tiser while sales promotion is lim- 
ited to media owned or controlled 
by the advertiser. All of the above 
deal with the presentation of sales 
ideas. 

Merchandising is concerned with 
the goods rather than ideas. It 
involves everything that expedites 
the flow of goods such as packag- 
ing, pricing, or the sales unit. 

Marketing research is concerned | 
with facts rather than with ideas 


others. I think this is the trouble 
with Mr. Lightell’s definition of 
advertising. He says it is a me- 
dium used to create personal pref- 
erence and good will toward either 
a concern or its products and serv- 
ices. So are salesmanship, sales 
promotion, and public relations. 
To know the whole of marketing 
one must have a clear idea of the 
parts of which it is composed. And 
|to really know a part one must 
/view it in relation to the whole. 
JAMES C. Drury, 
Assistant Professor of Market- 
ing, New York University. 


AA’s Pony Helped Vick 
Maintain Contacts 


you for your fine Pony Edition of 
ADVERTISING AGE which we have 
been receiving and mailing to our 


ful. |Companion. 


Wants More ‘Pay-Off’ 


To the Editor: We wish to thank | 


53 


servicemen during the war. it. This mail order information is | asks, “What would you say? When 
Since the last edition, all but/very good. ‘a husband has been unfaithful, is 
five of our men have been dis- E. J. JENSEN, ‘there actually any chance the 
charged. A large per cent of these Sales Manager, W. F. Jensen couple can make anything out of 
men have returned to our organi-| Candy Factory, Logan, Utah. | their marriage afterward?” Three 
zation. We are justifiably proud | vv? /'men in the Campbell soup ad right 
of this per cent and feel that your | What Would You Say? next to the question reply in head- 
fine service with the Pony Edition! [o the Editor: Take your choice | lines: “One says Oh . . . one says 
was one of the things which helped |__jt was either accident ... or the Ah . . . one just keeps on eating!” 
us keep a pleasant and steady |intention of a cynical make-up | Samm S. BAKER, 
contact with our servicemen andj man that resulted in these facing | Vice - President, Kiesewetter, 
for which they were most grate- | pages in May Woman’s Home| Wetterau & Baker, Inc., New 


The left hand page York. 
MARION BIRDSALL, 


“Vicks Family News,” Vick 
Chemical Company, New 
York. 
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To the Editor: I also am inter- | 


ested in receiving a CompeNnes | HARRY E. BURKE STUDIO 
of some sort of your “Pay-Off” | Su APE Uae erae feck ah 
column should you ever assemble |" 


hy 
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or goods. In its essence it is the 
fact finding activity. 

Public relations deals with ideas | 
other than sales ideas. Its purpose | 
is to build a foundation of good | 
relations so that the presentation | 
of sales ideas through salesman- | 
ship, advertising, and sales pro-| 
motion will receive a more ready | 
acceptance. | 

When you pick one technique) 
out of the whole group and at-| 
tempt to define it independently | 
of the others, there is the likeli- 
hood that it will lap over into the | 


She’s enchanted by Vina Delmar’s magic pen... 


HE’S GLOWING with youthful 

vitality and alert intelligence. 
Her mind is open — her ways are 
far from “‘set.” 


At this very moment, her imagi- 
nation has been captured by Vina 
Delmar’s latest story of life and 
love, which she has just read in 
Cosmopolitan. 


Cosmopolitan features the super- 
lative in emotional writing — the 
biggest writers at their very best. 
It’s great writing —and it makes 
great reading. Writing like this talks 
straight to a woman’s heart. It fos- 
ters consciousness of charm and 
beauty—heightens the natural urge 
to look well and to be admired. 


And now, now that Vina Delmar’s 
thrilling tale has stirred her respon- 
sive mind, Lambert is confiding to 
her the secret of self-assurance. 


They’re telling her that the proper 
use of Listerine Antiseptic will keep 
her confident in close-ups. They’re 
showing her how to escape the 
social taboo of dandruff flakes. 


Yes, talented authors like Louis 
Bromfield, Katharine Brush, Paul 
Gallico and all the other great 
Cosmopolitan writers have focused 
her mind on love and beauty. 

She’s emotionally right. And Lam- 
bert knows emotion makes wars, 
emotion makes marriages, emotion 
makes sales. 

*An advertiser in Cosmopolitan since 1914. 


[josmopolitan 


GREAT WRITING MAKES GREAT READING 
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Three Appoint 
Abbott Kimball: 
Other Changes 


Abbott Kimball Company, Los 
Angeles, has been appointed ad- 
vertising and public relations 
counsel for Bernstein Brothers, 
maker of California hand prints. 
National magazines, fashion trade 
publications and direct mail will 
be used. Edna Vilm, Beverly Hills 
custom dress manufacturer, and 
Beverly Wilshire Hotel have 
named the agency to handle their 
public relations. 

. . . Hugo Wagenseil & Associ- 
ates, Dayton, has been named to 
handle the advertising of Frank C. 
Storrie & Associates, Detroit dis- 
tributor, for the marketing of a 
series of household specialty prod- 
ucts. Direct mail and trade pub- 
lications will be used, with con- 
sumer magazine advertising in the 
offing. 

... Michigan Chemical Corpora- 
tion, New York, has appointed 
Alley & Richards Company, New 
York, to handle its advertising for 
Pestmaster DDT insecticides. Ad- 
vertising on the company’s agri- 
cultural line of DDT formulations 
will continue to be handled by See- 
man & Peters, Saginaw, Mich. 

. . . Seidel Advertising Agency, 
New York, has been named to 
handle the advertising of Old Lon- 
don Melba Toast, a product of 
King Kone Mfg. Corporation. The 
advertising includes a home eco- 
nomics program on WJZ, New 
York, newspaper ads and distribu- 
tor and retail store promotions. 

. .. Dilks, Inc., Norwalk, Conn., 
manufacturer of Vocal-Aire sound 
systems and electronic test equip- 
ment, has placed its advertising 
with Shappe - Wilkes, New York. 
Trade publications and consumer 
magazines will be used. 

. . . Robert Isaacson Associates, 
New York, has been appointed to 
handle the advertising of Suarez & 
Crespo, New York. 

.., Canedy-Otto Mfg. Company, 
Chicago Heights, Ill., has named 
Kenneth B. Butler & Associates, 
Mendota, Ill., to handle a cam- 
paign on its drill press line. In- 
dustrial publications, direct mail 
and catalogs will be used. 

. . Nathan Schweitzer & Co., 
New York; Charles Miller Coat 
Company, New York; Whitney 
Duplicating Check Company, New 
York, and Seaview Hotel, Miami 
Beach, Fla., have appointed Koehl, 
Landis & Landan, New York, to 
handle their advertising. 

.. . Aquascutum, London, Eng., 


Another Industry 
Joins Winston-Salem's 
Growing Family 


The addition of a Western 
Electric Company plant to Win- 
ston-Salem's growing industrial 
family is just another indication 
that this ACTIVE market is "on the 
march". 


Large numbers of people, gain- 
fully employed in industries that 
are permanent is the advertiser's 
assurance that he can plan for 
year-round selling and KNOW 
that Winston-Salem is STEADY... 
that its people are well able to buy 
the things advertised through the 
columns of the 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 
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National Representatives: 


KELLY-SMITH COMPANY 


manufacturer of wool coats and 
rainwear for men and women, has 
appointed Harold F. Stanfield, 
Montreal, to direct the company’s 
advertising and sales promotion in 
Canada. Limited space will be 
used in selected class magazines. 

. . . Cromwell Paper Company, 
Chicago, producer of Tympan pa- 
pers, waterproof papers and bags, 
has placed its account with Crut- 
tenden & Eger, Chicago. 

. . . Combustion Control Corpo- 
ration, Cambridge, Mass.,. maker 
of combustion controls for indus- 
try, has named Henry A. Loudon, 
Boston, to handle its advertising. 

. .. Fulton, Morrissey Company, 
Chicago, has been appointed to 
handle the advertising of Kawneer 
Company, Niles, Mich., maker of 
store fronts. 

... All-Bright Electric Products 
Company, Chicago, maker of fluo- 
rescent lighting fixtures, has placed 


its advertising with National Ad- 
vertising Agency, Chicago. 

... Henry H. Sterling, Inc., Los 
Angeles, has been appointed to 
handle the advertising of Claude 
Atherton, Los Angeles, maker of 
magnesium kites; D. C. Glass, 
Inglewood, Cal., costume jewelry 
maker, and Market Research 
Scholarship Foundation, Los An- 
geles. 

... Steelcote Mfg. Company, St. 
Louis, has appointed Krupnick & 
Associates, St. Louis, to handle its 
account. Newspapers, trade pub- 
lications and direct mail will be 
used. 


Cortney Heads Coty 


Philip Cortney, formerly vice- 
chairman and treasurer of Coty, 
Inc., and Coty International Cor- 
poration, New York, which he 
joined in 1939, has been named 
president. 


Aluminum Plate 
Piano Launches 


First Campaign 


New York, May 14.—Winter & 
Co. last week unleashed a national 
magazine and business paper cam- 
paign for its spinet piano with an 
aluminum plate. The aluminum 
plate weighs 45 pounds, some 80 
pounds lighter than any plate pre- 
viously used. 

In two-column copy, the com- 
pany declares the new plate is “a 
revolution in piano making.” The 
company developed the plate in 
cooperation with the Aluminum 
Company of America. On the 
media list are American Home, 
Better Homes & Gardens, House 
Beautiful, Parent’s Magazine and 
The Saturday Evening Post. Busi- 
ness Papers scheduled are Piano 
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Trade, Music Trade and Music 
Trade News. Al Paul Lefton Com- 
pany is the agency. 


N. C. Negro Net Formed 


The North Carolina Newspaper 
Network of Weekly Negro publi- 
cations has been formed by The 
Carolinian, Raleigh; Fayetteville 
Carolinian; Journal, Wilmington; 
People’s Spokesman, Winston-Sa- 
lem, and Southern News, Ashe- 
ville. Weekly circulation is more 
than 50,000, and the basic agate 
line rate is 38 cents. 


Keller Group Buys WTAX 


Jay A. Johnson, owner of 
WTAX, 100-watt Springfield, II1., 
station, has announced sale of the 
station for $100,000, subject to 
FCC approval, to a group headed 
by Oliver J. Keller, general man- 
ager, Pittsburgh Post-Gazette. 
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homes . . 


will afford a new medium . 


Miranwume, there is a medium of pictorial 


presentation that works well, 


cheaply. No pioneering to be done... And 


positively not a miracle! 


Yes it’s big, too...a national network going 
into 13,000,000 homes, reaching most of the 
family members, regularly and resultfully. 

We mean Metropolitan Group Gravure! 

The Sunday picture section in gravure has 
been selling people, selling papers, selling the 


Some day there will be big nation-wide 
programs... and good sets in millions of 
. reproducing satisfactorily and 
clearly the pictorial presentation of news 
events, scenes, personalities. And television 


Positively... not a 


appeal has cash 


impresses even 


advertised products for thirty years! Its eye 


register charm. And gravure 


makes the goods look so good, the advertising 


the man who pays for it. 


Gravure gives something to a picture—and an 
advertisement—that no other reproduction can. 
It’s a distinctive display window... not in 


a smart shoppe but on a thousand Main Streets. 


positively and 


Because when you hook up the gravure 
picture sections of 25 principal Sunday papers 
...the combined circulation is stupendous ! 


Three times the size of the biggest weekly... 


Atlanta Journal 
Baltimore Sun 

Boston Globe 

Boston Herald 

Buffalo Courier-Express 


infinitely bigger than any supplement. Read 
by one-third ofall the families in the country 
and 2,000,000 more beside. Covers over half 
of all the families in’ 462 places... 20% or 
more in 781... all 10,000 or more population 
... Going into more better markets, with more 


METROPOLITAN GROUP Gravure. 


Chicago Tribune 
Cincinnati Enquirer 
Cleveland Plain Dealer 
Des Moines Register 
Detroit Free Press 
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ealers’ Sales 


Detroit, May 15.—The first unit 
f a double-barreled sales training 
linic will be taken into the field, 
tarting this week and continuing 
hrough June, to help Norge deal- 
rs and retail salesmen prepare 
ow for competitive selling ahead. 


ributors who, in turn, are setting 
p the dealer meetings. 

The “Know More—to Sell More” 
ales clinics will be the first of 
wo units, according to Ellis Red- 
en, manager of Norge division 
sales promotion and training. The 
second unit will provide new and 


helpful information on later models 
or new products. 

The sales clinics are intended to 
help retail dealers and salesmen 
make more effective demonstra- 
tions in order to close sales. War 
training techniques will be utilized 
to get over postwar selling ideas. 

Selling “know-how” is trans- 
lated to retail dealers by the “ex- 
plain - show - demonstrate” tech - 
nique known as the “look-hear- 
do” method. The company’s back- 
ground and expansion program 
are presented in a film, “The Story 
of Norge.” Product information— 
why it’s better, how it operates, 
where it’s exclusive, what extra 
benefits Mrs. Prospect will buy— 
is illustrated in charts. Demonstra- 
tions of selling applications will 
be made for each appliance. 

Norge, like other manufacturers, 


realizes that duplicate protection 
orders placed with several dealers 
will reduce the number of pros- 
pects. It stresses that for the 
legitimate orders a lot of new 
competitors, as well as new deal- 
ers in indirect competing mer- 
chandise, are gunning for idle dol- 
lars, 


Mrs. Becker Elected 


Mrs. Beatrice L. Becker, adver- 
tising manager of Chapman Valve 
Company, Springfield, Mass., has 
been elected president of the Ad- 
vertising Club of Springfield, the 
first woman ever elected to the 
post. Other officers are: First vice- 
president, Theodore A. Hodgdon, 
Harvey Whipple Company; second 
vice-president, Reginald J. Alden, 
American Bosch _ Corporation; 
treasurer, Albert E. Johnson, 
Springfield Better Business Bu- 


reau; secretary, Thelma L. Trow, 
Sheldon Advertising Company, and 
assistant secretary, Dorothy R. 
Miller, commercial artist. 


‘N. Y. News’ Issues Film 
“Spotlight on the ‘Middle Mil- 
lions,’” a 40-minute motion pic- 
ture in sound and color, has been 
produced by the sales presentation 
department of the New York News, 
in which the middle income fami- 
lies are presented as of major im- 
portance as a source of business 
for seven different types of or- 
ganizations selling either quality 
merchandise or a quality service. 


Prints Sunday Study 


The Milwaukee Journal has re- 
printed, with its own comments 
marked, the Advertising Research 
Foundation’s Sunday Study No. 1 
on the Journal (AA, Feb. 25). 


miracle! 


penetration, than anything else in print, patter 


or arpeggios. 


Hiicu rowerep medium but not high cost! 
Particularly with the lower rates that Group 
lists earn. And highly flexible—meshes with 
your market pattern, follows your seasons or 


selling schedules. 


M-G Gravure is easy to buy, too... one 
Group rate, one piece of copy, one bill. 

Get better acquainted with this national 
network of gravure... and you need not wait 


until television comes! 


There are four Metropolitan Group offices 
—New York, Chicago, Detroit, San Francisco 
—each staffed with informed representatives 
with black books and picture presentations 
who will eagerly tell all... Just ask them. 


Detroit News 

Los Angeles Times 
Milwaukee Journal 
Minneapolis Tribune 
New York News 


Philadelphia Inquirer 
Pittsburgh Press 
Providence Journal 

St. Louis Globe-Democrat 
St. Louis Post-Dispatch 


Pe 


the national newspaper network 


St. Paul Pioneer Press 

Seattle Times 

Springfield Union & Republican 
Syracuse Post-Standard 
Washington Star 


"NICKEL'S WORTH'—lllustrations by 

Albert Dorne feature Wurlitzer's mag- 

azine pages promoting “America's fa- 
vorite nickel's worth of fun." 


Wurlitzer Copy 
Puts Juke-Box 
in Social Whirl 


N. Tonawanda, N. Y., May 14. 
—Boosted by its first national ad- 
vertising campaign to date, Wur- 
litzer’s once lowly juke-box ex- 
pects by the end of 1946 to be in 
musician’s ‘400.” 

With full-color pages appearing 
regularly in  Collier’s, Liberty, 
Look and The Saturday Evening 
Post, as well as 11,000 outdoor 
panels from coast to coast, Wur- 
litzer, largest maker of coin-oper- 
ated phonographs, will feature the 
slogan “America’s favorite nickel’s 
worth of fun.” 

Mindful of its $60,000,000 vol- 
ume during America’s last pre- 
war year, Wurlitzer is aiming its 
campaign at potential outlets as 
well as present users with copy in 
Billboard, Cash Box and other 
business publications. Wurlitzer 
also expects through both business 
paper and consumer copy to re- 
affirm the fact that it is the na- 
tion’s largest manufacturer of 
juke-boxes and pianos produced 
under one name. 

Landsheft, Inc., Buffalo, is the 
agency. 


Four Join ANPA 


Four newspapers have _ joined 
the American Newspaper Publish- 
ers Association in the past month, 
bringing total membership to an 
all-time high of 756. The papers 
are the Independent, Kannapolis, 
N. C.; Kansan, Kansas City, Kans.; 
News, Alpena, Mich., and the 
Register and Bee, Danville, Va. 


CIRCU LATION 


“ff 


The Magazine that is 

Gist iin sales 

AMONG NEGROES 
Negro Digest Publishing Co. 


- §125 Calumet Avenue 
Chicago 15, Illinois 
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Parke, Davis & Co., Detroit, has | 
an exciting new product, Benadryl, | 
which is supposed to be proving | 
extremely valuable in the treat-| 
ment of asthma, but it doesn’t | 
want to talk about it because pre- | 
scription demands can’t be filled. | 
Like other PD products, it will be | 
a prescription item, available only | 
on doctors’ orders. 

* * 


Those rumors about impending 
labor trouble on a large scale in 
the pulp and paper industry are 


SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 inois 


just scuttlebutt, according to reli- 
able industry sources. Most mills 
are under A. F. of L. unions which 
operate with almost complete au- 
tonomy. Even if the international 
officers were to call an industry- 
wide strike, paper men _ believe, 
very few, if any, of the local 
unions would follow suit. 


Despite previous published state- 
ments that England is in no shape 
to entertain tour-minded Ameri- 
cans, at least six recordings boost- 
ing Britain’s countryside as suit- 
able tourist fare are being pressed 
‘in London. Labeled “In Britain 
Today,” they will probably reach 


sag | American radio listeners shortly. 


Coffee purchases in Buffalo and 
|Cincinnati, where Institute of 
| Transit Advertising maintains con- 
| sumer panels, average four pounds 


per family per month, with Jan- 
uary purchases highest (4.7 
pounds) and July purchases low- 
est (3.4 pounds). In both cities 
the same national brand was in 
first place, getting 18.5% of the 
business in Buffalo and 16.8% in 
Cincinnati. Chain store brands 
were second in both markets, and 
four brands accounted for 49% of 
sales in Buffalo and 45% in Cin- 
cinnati. 

One significant observation: 

‘A national brand widely ad- 
vertised on chain radio was in a 
poor third place in Buffalo (7.2%) 
and also in Cincinnati (9.3%).” 

Time, Inc., is reported to be 
conducting more extensive experi- 
ments than any newspaper for 
simultaneous publication in sev- 
eral key cities using radio fac- 
simile transmission (AA, April 
29). These experiments include 
the development of photo offset 
presses, the transmission of page 
proofs for reception on aluminum 
plates which can be etched im- 


mediately and used directly on the 


presses without electrotype or 
makeready, and a revised edi- 
torial, circulation and production 
system to accommodate the new 
setup. 

According to these reports, the 
cover and some inside advertising 
pages would be printed in Chicago 
and -shipped to key cities, includ- 
ing San Francisco and New Or- 
leans. The other pages would be 
transmitted by facsimile for simul- 
taneous printing in Jersey City, 
Chicago, San Francisco and New 
Orleans. In addition, content of 
the various regional editions of 
Time and Life would be varied to 
meet local interests, and special 
local news forms would be made 
available to regional advertisers. 

tk * 

Unimpeded by such policemen 
as the FTC, British patent’ med- 
icine advertisers hurling  testi- 
monials at their readers are run- 
ning into at least one publisher 
who is hot enough under his col- 
lar to refuse in the future any fur- 
ther testimonials. 

Without any assurance that 


To sell anything MEN buy 


No, the makers of these tires don't all advertise in Popular Mechanics. We think they could do so profitably. 3/2 MILLION men buy a lot of tires. 


LAR 


You can lead a man to advertising but you can’t make him read it. Some 
men, though, don’t have to be led. They read ads deliberately, the way a 
housewife reads a love story. 


ICS ». 


M. Minp. 


REACH THE 


consciously responding to useful new facts and ideas. 


Popular Mechanics readers are like that. Month after month these alert, 
inquisitive men scour the ads in their favorite magazine seeking and 


Latest readership surveys based on current circulation show 3! MILLION 
of these men. They need tires, shave cream, shoes, hair tonic, shirts, pipe 
tobacco— everything other men need. Tell them your story and they’II listen. 


It pays to put Popular Mechanics on your schedule and REACH THE 
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other publishers will follow the 
example of Odham’s Press, pub- 
lisher of periodicals, Odham’s will 
in the future allow only manu- 
facturers’ claims, no matter how 
happy the users of any patent 
medicine may be, or how willing 
to have their names used. 

Meanwhile the Advertising As- 
sociation of Great Britain watches 
hopefully for results of discussions 
between the Federation of Adver- 
tising and the Ministry of Health. 
Despite conflicting opinions re- 
garding the use of testimonials 
there is little hope that any ban 
on testimonials will result. 

* * % 

Surveys have shown that 27% 
of brewers’ collective advertising 
budgets now go into point-of-pur- 
chase advertising. The soft drink 
makers are equally large users of 
this medium. Display interests 
say that Coca-Cola now spends 
about $5,000,000, or 35% of its ad- 
vertising budget, in p-of-p, and 
that this proportion will be larger 
when Coca-Cola’s sugar supply 
permits expansion of budget. 

Shortage of paper and paper- 
board continues to restrict growth 
of the medium. Also, it’s said to 
be almost impossible to get a litho- 
grapher to take an order under 


* 


undetermined. 


| ucts. 


|five months’ delivery. 
| bo 


Indications are that McCall’s 


‘and Woman’s Home Companion 


probably will follow Ladies’ Home 
Journal in increasing their single 
copy price to 25c. Increasing 
costs at frozen circulation are 
given as the reason, although all 
three books will probably show a 
rise in the next ABC figures. Mc- 
Call’s is expected to announce its 
increase before the Companion. 
* Bo Bo 

National Broadcasting Company, 
at this writing, has 21 prospects 
for its Sunday 10-10:30 p.m., EDT, 
period occupied for several years 
by General Electric Company’s 
“Hour of Charm.” G-E will drop 
this period soon—the date as yet 


% * ok 
Although Reynolds International 
Pen Company budgeted about $1,- 
000,000 for advertising ball-point 
pens in 1946, through Maxon, Inc., 
only about $200,000 was spent 
through this agency in the first 
four months of the year, due to 
difficulty of getting magazine 
space. The account has_ been 
switched (AA, April 29) to Mac- 
Farland, Aveyard & Co., Chicago. 

3 * 


Be bo 


An insurance policy to protect 


|publishers from suits for libel, 


plagiarism, copyright abuse and 
invasion of civil rights has been 
worked out by Seaboard Surety 
Company, New York. 


Buys Burnett Company 


American Home Products Com- 


_pany, New York, has acquired con- 


trol of the Joseph Burnett Com- 
pany, Boston, maker of liquid 
flavoring and food coloring prod- 
Officers of the Burnett com- 
pany include Alvin G. Brush, 
chairman of the board, and H. W. 
Roden, president, both officers of 
American Home Products. 


LOOKING FOR 
TWO-CAR 
GARAGE OWNERS? 


The oil man operates two cars . . e 
one in his business of chasing from 
office to field, field to field, along 
pipelines from pumps to terminals 
and refineries. The other stays home 


for family use .. . and for the boss 
to use while his field car is getting 
laundered. 

The two-car man is twice the pros- 
pect of the one-car man when it 


comes to selling cars, tires, batteries, 
etc. His paper is . . . 


The OIL WEEKLY 
Houston New York Cleveland 
Chicago Tulsa Los Angeles 
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Eugene S. Thomas, 
Mary McClung 
Head N. Y. Clubs 


New York, May 15.—New York’s 
admen and adwomen executives 
met separately this week to elect 
Eugene S. Thomas and Mary Mc- 
Clung presidents of their respec- 


Eugene Thomas Mary McClung 


tive organizations. Mr. Thomas, 
sales manager of the’ Bamberger 
Broadcasting Service and vice- 
president of Station WOR, suc- 
ceeds Allan T. Preyer, chairman 
of the board, Morse International, 
Inc., who becomes a director of 
the club, and Miss McClung, ad- 
vertising director of the New York 
Post, succeeds Caroline Hood, di- 
rector of public relations, Rocke- 
feller Center, Inc., who becomes 
an ex-officio member of the board 
of directors. 

Other new officers of the Ad- 
vertising Club include Andrew J. 
Haire, president of Haire Publish- 
ing Company, vice-president, and 
James A. Brewer, president of the 
Brewer-Cantelmo Company, treas- 
urer. Directors include Horace H. 


Sic aes — - ———- 


|Nahm, president, Hooven Letters, 
\‘Inc., and Charles C. Green, sec- 
retary and managing director of 
the club (for three-year terms); 
H. J. Kenner, general manager, 
Better Business Bureau of New 
York City, and Daniel S. Tuthill, 
vice-president, National Concert & 
Artists Corporation (for two 
years); and Clifford S. Reuter, 
Advertising, and Karl M. Mann, 
president, Case - Shepperd - Mann 
Publishing Company (one year). 
The club now has 2,300 members. 

The Advertising Women of New 
| York named Lillian Jackman, Tip 
|Top Letter Shop, vice-president; 
Alice O’Connor, Fisk Tires, divi- 
sion of United States Rubber Com- 
pany, treasurer; Helen Berg, mer- 
chandise manager of the woven 
lingerie division of Textron, Inc., 
corresponding secretary, and Mary 
Tucker, managing editor of Charm, 
recording secretary. New directors 
are Eugenie Stamler, media di- 
rector, Biow Company; Dorothy 
Lewis, coordinator of listener ac- 
tivity for the National Association 
of Broadcasters, and Harriet 


Gormley, publicity department, 
Westinghouse Electric Corpora- 
tion. 

Sheaffer, Parker 


to Make Ball Pens 


S. R. Sheaffer, president, W. A. 
Sheaffer Pen Company, Fort 
Madison, Ia., and Kenneth Parker, 
president, Parker Pen Company, 
Janesville, Wis., have announced 
their intention to enter the ball- 
point pen competition, now domi- 
nated by Reynolds International 
Pen Company and Eversharp, Inc. 

Mr. Sheaffer said the “Strato- 


in BUSY SOUTH BEND THEY’RE 


LISTENING 


most—to WSBT 


Buying income goes higher and high- 
er and retail sales smash wartime 
records—in the South Bend Market, 
where most people listen, most of the 
time, to WSBT— 


COLUMBIA 
NETWORK 


960 KC 
1000 WATTS 


Paul H. Raymer Co., National Representatives 


writer,’ a capless and cartridge- 
filled pen, will be introduced next 
fall or winter, probably to retail 
at $15. . Mr. Parker indicated in 
his annual report that his company 
will market a ball-bearing pointed 
pen but not “until certain inherent 
functional deficiencies are cor- 
rected.” The L. E. Waterman 
Company, New York, recently re- 
vealed its intention to introduce a 
ball pen soon (AA, April 29). 


Plctaweet to Use Radio 


Pictsweet Foods, Mt. Vernon, 
Wash., maker of Pictsweet frozen 
and canned foods, will sponsor 
“Your Hope Chest,’ radio show, 
to supplement Pictsweet’s news- 
paper, magazine and _ outdoor 
poster campaign. The first broad- 
cast will be Sunday, May 26, over 
the Pacific Coast network of CBS. 
Hope chest prizes will be given 
to couples about ‘to be married 
who participate in the show. Ruth- 
rauff & Ryan, Seattle, handles the 
account, 


Joins ‘Coin Machine’ 

Herb Young has joined the ad- 
vertising sales staff of Coin Ma- 
chine Journal, Chicago. 


New England Ranks High in 
Dairy Production and Income 


EW ENGLAND is known as the cradle of American livestock. Many 
of the highest producing herds in the country are in New England. 
A Vermont Jersey farm recently completed an All-Time world's record 
for the highest average production over a five-year period. A Maine Hol- 
stein farm has the highest seventeen-year Herd Test average in the U. S. 
Many of the outstanding dairy herds in all breeds are in 
this area. 
In dairy income New England as a unit has always been 
among the first half dozen highest ranking states. In 1945 
this dairy income was 150 million dollars. 


To sell the New England farm market—you 
need the local influence of the Homestead. 


Aer are the 


LARGE AONSUMERS 


neha saan 


or 


THE BIGGEST VOLUME MARKET 


FOR OFFICE EQUIPMENT 
AND SUPPLIES 


. OFFICE MANAGEMENT 


is the one magazine devoted exclu- 
sively to this great group of important 


executives— 


Manufacturers 


Banks—Hotels 


combination rate schedule. 


—the treasurers, controllers, office managers 
and purchasing agents in charge of office equip- 


ment and commercial stationery purchasing in large business 
organizations, including: 


Insurance companies 


as well as state and municipal government agencies and bureaus, col- 
leges, school boards, associations, institutions, and other large organizations. 


OFFICE MANAGEMENT AND EQUIPMENT is editorially directed to meet the 
full range of problems of these management executives. 
medium to use in telling them of your merchandise or services. 


Use OFFICE MANAGEMENT & EQUIPMENT 
in Combination with GEYER’S TOPICS 


—which, since 1877, has been the outstanding trade magazine of 


retailers and wholesalers of office supplies and equipment. 


Send for rate cards covering either magazine or ask for attractive 


GEYER PUBLICATIONS 


260 FIFTH AVENUE 
@ @ @ @ @ Also publishers of THE GIFT AND ART BUYER, SPORTS AGE and Trade Directories 


Transportation companies 
Utility companies 
Shipping companies 


It is the most direct 


Established 1877 
NEW YORK 1, N. Y. 
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Wyatt Program 
for New Homes 
Gets Late Start 


Washington, May 15.—Late in 
starting, and still facing strong 
industry opposition, Housing Ex- 
pediter Wilson Wyatt was officially 
“off” in the race for 2,700,000 new 
homes as Congress completed ac- 


tion this week on legislation giv- 
ing him absolute control over the 
flow of building materials. 

If it works out as Mr. Wyatt 
sees it, the 2,700,000 new dwelling 
units to be completed by the end 
of 1947 will open vast markets 
for household supplies and sup- 
porting facilities, new sewers, new 
hospitals, new schools, new shop- 
ping centers. 

Even as the House concurred in 
the grant of funds for’ subsidies 
and guaranteed markets for build- 
ing materials, the National Asso- 
ciation of Home Builders was tell- 
ing its members that the priority 


system “is simply not working,” 
having been issued “too late to 
have substantial value.” 

Statistics showed important in- 
creases in the production rates for 
some of the more critical materials, 
but builders in 150 cities reported 
that “tens of thousands of par- 
tially completed houses are stand- 
ing idle for lack of materials 
needed to complete them.” 


Some Figures Optimistic 


Despite these complaints, how- 
ever, progress reports showed that 
137,000 “‘conventional’’ houses had 
been started during the first three 


Leading advertisers look to Detroit as the most progressive and 
fastest moving market in the world and will select WXYZ to deliver 
their sales messages in this market because WXYZ, Detroit's 
influential home-town station, covers the complete Detroit area 
at more reasonable rates than any other major Detroit station. 


Semen... 


— 


o 
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months of this year, when only 
123,000 had been scheduled, and 
private surveys showed that com- 
pletions during the ffirst two 
months were five times the same 
period last year. 

This encouraging data on “con- 
ventional” homes was offset, how- 
ever, by the sobering realization 
that the prefab program is lagging 
badly for lack of material. With 
prefabs and temporary “starts” in- 
cluded, Mr. Wyatt had only 88% 
of his goal of 213,000 starts for 
the quarter. 

Attempting to bolster produc- 
tion of low cost and rental hous- 
ing, Mr. Wyatt through CPA has 
stopped commercial construction 
costing more than $1,000. The pro- 
gram has been decentralized, with 
local committees authorized to is- 
sue priorities for residential and 
essential commercial construction 
to meet local needs. 

How much damage the coal 
strike and rail embargo has done 
to the Wyatt timetable remains to 
be seen, but he warned at the 
depth of the strike last week that 
the goal of 2,700,000 housing units 
has been “seriously endangered” 
by loss of production. 


Defends OPA Actions 


Mr. Wyatt has been working 
closely with OPA, and Stabiliza- 
tion Chief Chester Bowles is han- 
dling pricing problems in the 
building materials field. Last week 
he made a vigorous defense of 
OPA before the Senate banking 
and currency committee consider- 
ing price control renewal, and is- 
sued an additional statement 
pointing out that OPA had ap- 
proved more than 100 price in- 
creases in the building materials 
field. 
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att centered heavily on this pricing 
point, with the National Associa- 
tion of Home Builders asserting 
that he has been “most sparing” 
in exerting his power to insist on 
price increases. More belligerent, 
the National Association of Real 
Estate Boards pictured Mr. Wyatt 
as a tool of Mr. Bowles. 

Mr. Wyatt says that OPA has 
been thoroughly cooperative, 
granting more than 100 price in- 
creases ranging from 10% to as 
much as 28% on scarce items. The 
industry reply is “too little and 
too late.” 


Production Gains 


Nevertheless, CPA reports that 
first quarter output of many items 
was greatly improved: Brick up 
100%; cast iron soil pipe 75%; 
clay tile 60%; cast iron radiation 
35%; gypsum board 25%; clay 
sewer pipe 23%, warm air fur- 
naces 20%. 

With the passage of his enabling 
legislation, Mr. Wyatt said that 
consultants from the various ma- 
terials industries would be called 
here shortly to discuss operation 
of the subsidy program. 

While price adjustments have 
solved many shortage bottlenecks, 
he said, “premium payments” 
would enable the program to move 
more rapidly. 

Under the Wyatt program, rep- 
resentatives of the brick, paper 
liner, cast iron soil pipe, roofing, 
plywood and pig iron industries 
would discuss the extra payments 
necessary to insure operation of 
extra shifts and marginal plants 
at the existing price level. 

Other current topics occupying 
Mr. Wyatt’s attention as his pro- 
gram got under way were: A de- 
tailed statement to the Interstate 


Industry complaints to Mr. Wy- 


Commerce Commission warning 


The tested, 
accepted frozen 


food medium! 


WHY ‘‘QUICK{FROZEN FOODS” 
IS THE LEADING PAPER 


tion in the industry with 


1946). 


information from freezers, 
and others. 


y 2 j 


FROZEN 


CHICAGO 
OFFICE 


53 W. Jackson 
Boulevard 


82 WALL 


1. Because it is the largest, oldest, (since 1938), publica- 


packers, locker operators, distributors, and all who come 
under the common denominator of quick freezing. 


2. Because it is the only ABC publication in the frozen 
foods industry, with a complete distribution of 8,700 
copies and a paid circulation of 7,000, (as of April 1, 


3. Because it is widely quoted and referred to constantly 
by all members of the industry. During 1945 “QUICK 
FROZEN FOODS” handled 1520 inquiries for industry 


“The Magazine that grew up with the Industry” 


and The Locker Plant 


MAIN OFFICE 


NEW YORK CITY 


GREEK. 
FROZEN FOODS 


and The Locker Plant 


PROCES/ING 


DISTRIBUTING 


“Since 1938” 


a proven readership among 


distributors, locker operators 


FOODS @ 
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that a 25% increase in freight 
rates would upset the housing pro- 
gram; a plea to the AFL building 
trades unions to increase appren- 
ticeship programs for new con- 
struction workers, and continued 
pressure for the Wagner-Ellander- 
Taft public housing bill. 


Offer New Home 
Builders’ Service 


Evanston, Ill., May 14.—Forma- 
tion of the Techome Company, a 
national home building service 
under the presidency of C. W. 
Smith, president of Housing Re- | 
search Foundation, was revealed | 
here today. | 

Starting operations in the Chi-| 
cago area, Techome Company will | 
offer a “one stop’? home builder’s 
service integrating and _ coordi- 
nating the services of architects, 
building contractors and financing 
institutions within one office, at 
one address. For this purpose, a 
series of Community Home Build- 
ing Centers will eventually be 
established in principal cities, Mr. 
Smith said. 

At these centers, persons want- 
ing to build homes can secure one- 
stop, “packaged” building services, 


according to the plan, simplifying 
the complexities faced by veterans 
and other prospective home build- 
ers. 


Offer Field Supervisors 


Techome will work in coopera- 
tion with local contractors, real- 
tors, construction finance agencies 
and building material dealers, dis- 
playing latest designs, materials 
and equipment for homes. Field 
supervision facilities also will be 
supplied, to insure efficient con- 
struction, quality workmanship 
and materials. Construction pri- 
ority in each community will be 
according to the order in which 
contracts are placed, and Techome 
will cooperate in efforts to elimi- 
nate black markets in materials 
and above ceiling prices, Mr. 
Smith said. 

The company’s board of direc- 
tors includes, in addition to Mr. 
Smith, DeWitt Cleland, vice-presi- 
dent, Techome Company; R. J. 
Grigsby, president, Grigsby - Alli- 
son Company; A. E. Tatham, presi- 
dent, Tatham-Laird, and Ben A. 
Webster, president, Consumers’ 
Independent Lumber Company. 


HOME BUILDERS’ CO-OP 
IS ESTABLISHED 


Chicago, May 14.—A movement 
which it is claimed can reduce the 
original cost of home building by 
15% or more, through the forma- 
tion of local cooperatives, got 
under way here last week. 

Meeting under sponsorship of 
the Cooperative League of the 
U. S. A., Chicago, representatives 
of housing cooperatives and mu- 


500,000 
STOCK PHOTOS 


ah: 


tual housing associations from sev- 
eral southern, eastern and mid- 
western states united to form the 
National Cooperative - Mutual 
Housing Association. 

John Carson, director of the Co- 
operative League, emphasized the 
benefits of cooperative home build- 
ing and said that a local coopera- 
tive had erected 350 individual 
/homes near Dayton, O., for $5,100 
|apiece. These homes would have 
cost $6,000 each if constructed by 
private individuals, he said. Other 
savings were realized in financing, 


legal costs, town planning and title 
research costs, Mr. Carson re- 
vealed. 


Return Month’s Rent 


Any type of dwelling unit can 
be financed through cooperatives, 
Mr. Carson maintained. <A 500- 
unit apartment house in New 
York, operating on a “patronage 
refund” basis, returned a month’s 
rent to each tenant-owner at the 
end of 1945, he said. 

At another meeting, Robert 
Lasch, editorial writer for the Chi- 


cago Sun and author of a new 
book, “Breaking the Building 
Blockade,” told the Women’s Joint 
Committee on Adequate Housing 
that Chicago needs a program 
which will build 500,000 homes 
within the next 15 or 20 years, 
and that such a program would 
require vigorous and imaginative 
city planning, public initiative in 
land assembly for slum clearance, 
public housing for lower-income 
groups and a complete new ap- 
proach to the current housing 
problem. 
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Sawyer-Ferguson Elects 
W. C. Johnson of New York and 
Clark Stevens of Detroit have been 
elected vice-presidents of the 
Sawyer - Ferguson - Walker Com- 
pany, newspaper representative. 


Complete line of artists’ materials 
and supplies 
Artists’ Rubber Cement 
S S RUBBER CEMENT CO 
314 N. Michigan Ave., Cen. 3373, Chicage 1 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
ae wana, 


4 YEARS 


in POULTRY TRIBUNE 
have made 


x 
Spurs O° _— 


The “BUSINESS DRESS” 
of a Lot of Poulley Taemete- 


You can't afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1944 gross farm income from 
Poultry and Eggs was $2,689,000,000. 
(Source U.S.D.A.) 


You can tell by his easy swing he’s dressed for 
comfort on the farm and in good taste for the 
frequent trips to market. 
Poultry farming today is a young man’s busi- 
ness... and Poultry Tribune is his favorite source 
of information. That’s what makes it America’s 
Leading Specialized FARM MAGAZINE. 


TRIBUNE 


America's Leading Specialized FARM MAGAZINE 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 
Representatives—New York: Billingslea and Ficke—Chicago: Peck and Billingslea 
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CSA DIRECTORY OF MANUFACTURERS 
BRINGS MARKET TO BUYERS 


“26 


14th Annual Issue out Aug. 20 -- 
350 pages, with more than 8,000 
listings of manufacturers supply- 
ing popular-priced merchandise. 
Directory especially important 

this year because of numerous new 
items, new packages, expanded needs 
of buyers. Referred to constantly 
for 12 entire months. Multiple use 
by Variety and Gen'l Mdse. chain 
store buyers and merchandise men 
gives manufacturers of every type 
of item from apple parers to yarns 
multiple opportunity to get action 
by running "catalog" advertisements 
in Directory issue. Circulation 
12,000. Ad forms close august l. 
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CHAINS’ SALES 153 BILLION 
4 

Annual sales in major chain 
store fields, number of com- 
panies, stores, -- CSA cover- 
age, given in new file-size 
brochure, ready June lst. 
Ask for "All-Edition" folder. 
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THE PROOF OF THE READING 
IS IN THE PAYING 


xewexek teacee 


Readers pay for Chain Store 
Age and great majority keep 
renewing, proof of editorial 
value. Latest renewal per- 
centages: Druggist Editions, 
90.86%; Grocery, 87.24%; Ad- 
ministration, 83.20%; Vari- 
ety, 83.20% -=- high figures 
for any business paper. 
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CHAIN STORE AGE 


185 MADISON NEW YORK 16 
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8 Separate Magazines “Passing the Information” 
to America’s Chain Store Decision Men 
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30 Department 
Stores fo Show 
In-Store Films 


Cine-Television Offers 
| Point-of-Sale Movies 
for National Brands 


_ New York, May 16.—As a step 
‘toward intra-store television pro- 
‘motion of national brands, Cine- 
| Television Studios, Inc., announced 
| this week plans to release through 
/30 or more leading department 
| stores nationally a twice-monthly 
series of eight-to-ten-minute in- 
‘store sponsored picture programs, 
;each of which will be shown 
|simultaneously on several screens 
|in each store. 

President of Cine - Television 
Studios is Fred H. Fidler, formerly 
/motion picture director of J. Wal- 
|ter Thompson 
|Company and 
former chair- 
man, motion 
| picture commit- 
| tee of the Amer- 
ican Association 


iof Advertising 
| Agencies. Ar - 
|thur Freeman, 
|co-founder of 
|Einson - Free- 
/man Company, 
|lithograph- 
/er, and former advertising execu- | 
| tive with R. H. Macy & Co. and! 
|Gimbel Bros., is vice-president, | 
;and R. H. Roden is sales manager. | 

Depending on equipment avail-| 
ability, the plan will be launched | 
in 30 to 45 stores about Nov. 1,) 
and ultimately will be expanded 
to a network of 100 stores, Mr. | 
Fidler said. It embraces a new) 
console-type 16mm. automatic) 
film projector with a screen image | 
|21%2x29 inches, and requiring no) 
|projectionist or enclosure. Up to. 
six consoles will be operated in) 
each store. The first series will be. 
on housewares, house furnishings | 
and appliances. 


Products Will Be Shown 


Fred H. Fidler 


Except for a token subscription | 
fee, income will be from six or. 
fewer advertisers supplying and | 
paying booking charges for prod- | 
uct demonstration films of one, two) 
or three minutes in length for a/ 
total advertising content, per. 
edition, of up to six minutes. In- | 
dividual films and prints will be. 
paid for and supplied by the ad-| 
vertiser. 

The remaining four minutes of | 
each edition will be “editorial” | 
shorts on consumer information | 
supplied by magazines, radio net- | 
works and other sources. “Edi-| 
torial” collaborators will not be! 
charged for time and space, but | 
will pay the cost of production | 
and prints of their features. 

Sample pictures for the first | 
showing were produced by Con- 
goleum-Nairn, Corning Glass, 
Easy Washing Machine, Good} 
Housekeeping, Simmons Company | 
and Textron, Inc. 


Seme Stores Signed 


Audience of each console—all | 
standees—is estimated at five to 
25 persons. Initial circulation each 
fortnight in 30 stores, at 576 “per- 
formances” per console, would be 
1,500,000. The plan was offered | 
to stores last week, and several 
already have signed. It will be 
offered to advertisers and agencies | 
about May 20. | 

“Our contract with the partici- 
pating stores,’ Mr. Fidler ex-| 
plained, ‘will provide that when, | 
as and if they install intra-store | 
television systems this identical | 
film program material will be} 
made available for television sys- 
tems.” 
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APRIL SALES OF CHAIN STORES 


——April —~ % Gain ———4-month-period—, % Gain 
1946 45 or Loss 1946 1945 or Loss 

Food Chains 
Jewel : ; .....$ 5,978,864 $ 4,534,255 +31.9 $ 22,829,084 $ 18,242,184 +25.1 
Kroger Groc. & Bak. Co, 39,544,835 33,088,153 +19.5 156,248,444 133,847,246 +17.0 
National Tea . .. 10,803,650 7,070,902 -+52.8 41,912,838 28,975,859 +44.6 
Safeway 61,194,672 48,465,920 +26.3 242,221,739 192,997,756 +25.5 
Soore cael ee eeee+- $117,522,021 $ 93,159,230 +26.2 $ 463,212,105 $ 374,063,045 +23.8 

ail Order 
*Sears, Roebuck ........ $129,769, 864 $ 75,642,317 +71.6 $ 353,431,909 $ 238,545,436 +48.2 
NE Rare 9,157,638 5,147,806 -+77.9 29,223,496 19,702,762 +-48.3 
*Montgomery Ward 80,073,261 50,904,639 +57.3 213,757,849 161,038,918 +32,7 
Group Total ......:...; $219,000,763 $131,694,762 +66.3 $ 593,413,254 $ 419,287,116 +41.5 

Drug Chains 
WERIEIOOR 50555 i ects ee $ 11,279,742 $ 8,861,369 +27.3 $ 43,975,189 $ 36,887,824 +19.2 

Variety and Miscellaneous 

Bond: StG0Os ow... coc cvase $ 6,383,616 $ 3,270,438 +95.2 $ 20,259,620 $ 15,617,058 +29.7 
Butler Bros. esi eesene te 9,713,072 +38.6 45,132,007 37,741,338 +19.6 
*Diana Stores Corp. .... 1,203,088 766,209 -+57.0 9,878,149 8,390,157 +17.7 
Edison Bros. ....... 7,014,154 3,933,806 -+78.3 19,570,124 15,751,318 -+24.2 
aFranklin Stores, Corp 2: 163.234 1'462.796 +47.9 19,850,978 18,446,589 + 7.6 
Grant, Wy T.. ......: 18,284 564 12,966,028 -+41.0 58,848,032 51,722,253 +13.8 
2 i a 6,749 861 4,677,496 +44.3 17,251,535 15,450,471 +11.7 
*Interstate Dept. Stores 4,479 854 3,222,325 -+39.0 11,463,011 10,763,664 + 6.5 
Kresge, S. S. . 20,945,032 15,784,778 -+32.7 69,115,156 65,170,133 + 6.1 
a Se ee Serre 12,286,051 8,661,397 +41.8 43,280,188 37,582,576 +15.2 
Lane Bryant, Inc. .. 3,868 383 2,856,338 -+35.4 15,097,927 12,761,574 +18.3 
*Lerner : 9,044 645 6,494,620 +39.3 22,761,677 21,621,141 + 5.3 
PONEIONS. «noes cdccnsws 7,236,798 5,289,685 +36.8 23,492,313 21,255,242 +10.5 
Melville Shoe Corp. 6,755,700 2,323,606 +-190.7 19,330,836 11,027,727 +75.3 
*McLellan Stores 3,874,956 2,885,642 +34.3 10,314,639 9,190,014 +12.2 
Murphy, G. C. . 9,545,606 7,104,588 +34.3 30,721,409 28,203,069 -+ 8.9 
Neisner Bros. ....... 4,002,583 2,725,831 +46.8 12,455,188 11,260,733 +10.6 
Newberry, J. J. 9,176,670 7,200,653 -+27.4 30,467,115 28,407,087 + 7.3 
Penney, J. C. 55,201,249 40,174,384 +37.5 179,308,593 159,660,293 +12.3 
Western Auto .......... 7,906,000 3,699,000 +113.7 30,117,000 14,784,000 +103.7 
Woolworth, F. W. ...... 45 890,220 33,614,600 +36.5 152,869 839 139,519,770 + 9.5 
Sterchi Bros. Stores...... 1,013,967 625,413 +-62.1 3,695 006 1,964,824 +88.1 
Group Total .......... $256,485,746 $179,452,705 +42.1 $ 845,280,339 $ 736,291,031 +14.8 
Combined Total ...... $604,288,272 $413,168,066 +45.9 $1,945,880,887 $1,566,529,016 +24.2 


*Three month period. 
*Nine month period. 
aTen month period. 


‘Pathfinder’ Newsweekly 


ADVERTISING AGE as a farm weekly. 
It is a newsmagazine for small 


Pathfinder magazine was re-|towns, and is published by the 
ferred to in the May 13 issue of| publisher of Farm Journal. 


m"" 18,500 


EFFECTIVE CIRCULATION 


EFFECTIVE CIRCULATION. ..18,500 


SYNDICATE STORE MERCHANDISER Now 
Delivers Extra 2000-Copy* Circulation Bonus 


Now you can reach 


18,500 key buying and merchandise- 


ordering personnel- covering all the worthwhile Variety Syndi- 


cates ...a circulation of 
from thousands of appli 
shortage. 


2000 more hand-picked readers selected 
cations that piled up during the paper 


The “MERCHANDISER” now delivers nearly twice the effective 
audited circulation of any other publication serving the two 


billion dollar Variety Store market . . 


any way you figure it! 


“SHOOT FOR THE 
SIDE POCKET” 
OF EVERY 
VARIETY STORE 


MANAGER . 


s 
sevvrepne erent 


Mlerchandter 


. at the lowest cost 


“This is a real circulation bonus 
+» no advance in rates. 


SE THE POCKET-SIZE 


SYNDICATE STORE 


MERCHANDISER 


79 Madison Ave., New York 16, N.Y. — 
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Advertising Age, May 20, 1946 


ys OPA End Names Davis & Beaven |Reynolds Pen 

ould Lower tion, Los Angeles, ‘has. appointed |G¥MI 
Bode tet Davis & Beaven, Lat Anges, as | Coe ANG Texas Co. 

adio Prices time, the’ agency announced nts | BIG for Crosby 


current OPA ceilings at the end 
of a 90-day period during which 
there would be a 10% increase in 


week. He spoke at the opening 


Chicago, IWiay 15.—End of price | resignation of the Squirt Company| Los Angeles, May 15.—Franklin 
control over the radio industry |@¢count, effective upon the ter-|Lamb, president of Reynolds In- 
would bring prices down below |™ ation of 1946 contracts. ternational Pen Company, is here 


’ : X : . negotiating with Bing Crosby for 
Joins Chicago Times a radio show contract. 
Florence M. Mueller, formerly) Th Pen company’s spokesmen 


prices, Bond Geddes, executive|with Ross Llewellyn, Chicago|Say they expect to know within a 
vice-president of the Radio Manu- | agency, has joined the advertising | Week whether they can arrange a 
facturers Association, declared this | department of the Chicago Times. | satisfactory deal with Crosby, who 


has yet to do only two more broad- | 


casts in the fall for Kraft Foods 
Company. General Motors Cor- 


poration also is seeking Crosby’s fied Advertising Managers will be 
services for a half-hour show \held at the Copley-Plaza Hotel, 


(AA, May 6), and Texas Company 
is now understood to be competing 
for the crooner. 

Mr. Lamb has announced a new 
heavy-duty ball-point pen, the 


Reynolds Register, which has ay 


heavy plastic base and chain at- 
tachment. It meets needs of banks, 
hotels, telegraph offices and the 
like. 


61 
Classified Group to Meet 


The national convention of the 
Association of Newspaper Classi- 


Boston, June 24-27. 


Give National Coverage to Your 
News-Releases Thru the Pages of 


Sor Release 


(Covering 10,000 Dailies & Weeklies) 
480 Lexington Ave., N. Y. City 17 
Eldorado 5-0747 


of the Radio Parts and Electronic 


Mfg. Co., Chicago, declaring that 
“OPA doesn’t do anything but re- 
tard,” also urged an end of price 
control. He predicted that the in- 
dustry would reach a new pro- 
duction high almost immediately 
if controls were lifted. 


Blanket price increases of any 
given per cent by the OPA will 
not answer the industry’s prob- 
lems, Mr. Clough said, pointing 
out that there is wide variance in 
cost increases throughout the in- 
dustry with makers of transform- | 
ers needing as much as a 40% | 
increase while makers of tubes) 
may need only a 15% increase. 


Nominate Swezey | 
to Head Radio | 
| 


Executives Club 


New York, May 15.—Robert D. 
Swezey, vice-president and gen- | 
eral manager of Mutual Broadcast- | 
ing System, heads a slate of 1946-) 
47 officers picked by a nominating 
committee of the Radio Executives | 
Club of New York and scheduled | 
to be voted upon by members at | 
a meeting May 22 in the Roose- | 
velt Hotel. 

Nominations announced by the) 
committee, of which Bill Wilson) 
of the William G. Rambeau Com-_ 
pany is chairman, also include: | 
Miss Elizabeth Black, director of | 
media for the Joseph Katz Com- 
pany, for vice-president; Claude | 
Barrere, assistant promotion man-_ 
ager of WEAF, New York, for sec- | 
retary, and N. Charles Rohra-| 
baugh, radio researcher, for treas- | 
urer. Incumbent president is Mur-| 
ray Grabhorn, manager of station | 
sales for American Broadcasting | 
Company, who is serving his sec-| 
ond term. | 

Nominations may be made by) 
the membership until May 20, Mr. 
Wilson announced, provided each | 
candidate has the endorsement of | 
seven members in good standing. 

Speakers at the May 22 meet- 
ing will include Walter Evans, | 
vice-president of Westinghouse in| 
charge of radio activities; Charles | 
E. Nobles, Westinghouse radar ex-_ 
pert who conceived “stratovision” | 
(air-borne television), and Wil-| 
lem D. Van Zelm, chief of new) 
design for the Glenn L. Martin) 
Aircraft Company. | 


Geared to meet 
the special needs 
of advertisers in the 
$100,000 bracket. 


BURTON BROWNE 
ADVERTISING 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 


THE OLD ANALYST 


Equipment Show, being held at 
the Stevens Hotel here. 

Radio output is currently cut 
about 60% due to OPA price con- 
trols, Mr. Geddes asserted. He 
said that since V-J Day, not a 
receiving set tube has been sold 
at a profit. . 

H. W. Clough, president of the) 
show and vice-president of Belden 


aN 


Those folks in Rockford are cer- 
tainly in the dough... and how 
they spend it! 


Last year they shelled out 
$91,869,974 in Rockford retail 
stores ... good business in any- 
body’s language! At that, all of 
those millions didn’t make a dent 


in the * cash on hand. 


111,00 


* 28% Increase in 1945 Bank Deposits ... Highest Per 
Capita Postal Savings of any City in the United States 
regardless of size... plus Millions in War Bonds. 
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Farm Publications | 
Continue to Gain 
Over 1945 Linage 


Chicago, May 14.—Although| 
holding to high linage levels in 
May, farm publication linage has 
fallen off about 10% in the past) 
two months, an ADVERTISING AGE | 


The 28,188 permanent farm leaders (demon- 
strators, extension agents, home economics 
teachers, etc.) have actual contact with farm 
consumers and advise them on products 
and equipment that will best help them 
improve their farms and homes. For com- 
plete coverage of Farm Leaders, use the 
publication they read and use constantly — 


AGRICULTURAL 
LEADERS’ DIGEST 


139 N. Clark St., Chicago 2 


CCA 


|compilation shows, 
All publications reporting to AA | 


Advertising Age, May. 20, 1946 


MAY ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commercial 
average a 7.5% increase, compared | _——— Bee ae 
: | xcluding xcluding 
| with May figures last year. The Poultry, Poultry, 
farm magazine classification, with | Livestock Livestock 
: : . -—— Total Advertising ——, — Classified -—— Total Advertising——, and Classified 
331,018 lines in May issues, ae pene > saga fina) “+ SE 1945 inn, ~ hin, aa ae 
jan 11.1% increase over May, ’45. Pages Lines Pages Lines tae Lines Pages Lines Pages Lines Lines Lines 
| ’ . Dakota Farmer 41.0 31,986 33.8 26,170 29,553 23,770 
This falls below last month’s 354,- ‘FARM MAGAZINES Farmer, The ...... 61.5 48.254 48.0 37,639 39,347 30,879 
321 lines and March’s 431,444 lines. Capper’s Farmer 46.0 31,264 43.1 29,274 30,002 28,239 | Hoard’s Dairyman. 45.6 33,231 42:4 30,867 27,421 27,470 
| Country Gentleman. 69.9 47,505 61.2 41,599 45,273 40,265 Idaho Farmer ..... 2.9 32,606 45.0 34,249 29,205 31,459 
Other May monthlies, carrying Farm Journal ..... 63.0 27,316 68.0 29,214 25,206 28,378 Indiana Farmer's 
381,169 lines, were up 10.7%, al-| progressive Farmer: ESS Fae 34.0 26,944 32.6 25,544 19,492 18,678 
| Carolina-Va. Kansas Farmer 30.7 23,334 32.9 24,979 19,141 21,537 
though this was below the March eerie 46.4 33,842 42.1 30,666 30,388 29,068 Michigan Farmer.. 45.4 34,904 33.8 26,027 30,034 22,453 
and April linage. Ga.-Ala.-Fla. aMissouri Farmer.. 6.6 5,206 5.6 4,397 4,870 3,911 
oe  Srerere 45.8 53,380 41.2 30,016 30,004 28,514 Missouri Ruralist... 30.6 23,237 28.1 21,319 18,806 17,798 
Monthlies reporting April linage Ky.-Tenn.-W. Va Montana Farmer... 39.3 29,788 39.5 29,813 22,685 23,196 
fe samigphye 25,107 lines, or 13.4% Edition ....... 45.3 33,007 41.7 30,374 29,727 28,981 | Nebraska Farmer.. 64.2 48,536 50.9 38,540 40,786 33,111 
elow " i Miss.-La.-Ark, New England 
‘ April figures for 1945 April errr 44.7 32,599 39.7 28,958 29,412 27,559 Homestead ...... 45.6 31,921 40.0 27,988 21,153 18,788 
semi-monthlies, with 673,965 lines,| texas Edition ... 50.7 36,898 42.3 30,848 33,200 29.093 | Ohio Farmer ...... 50.7 39,006 43.5 33,420 34,947 30,325 
were up 210.8%. *In all 5 ee 42.5 30,934 36.9 28,883 27,089 26,026 Oregon std ad F 40.8 ped 2 co eee a 4 peg ees 
° *Aver. 5 Editions.. 46.6 33,945 41.4 30,172 30,546 28,643 Pennsylvania Farmer 42.9 - & 31,313 29, 27,867 
May figures for Canadian farm | southern Agricultur- Utah Farmer ..... 25.3 19,105 28.8 21,777 17,635 19,999 
publications totaled 476,672, com- ist sens ana ss 32.6 22,794 27.8 19,436 20,066 18,575 Wallaces’ Farmer & nine nsee sialt de 
| . : Successful Farming 72.0 32,413 61.0 27,617 30,244 26,162 Iowa Homestead.. 63.7 : 53.9 2,25 ’ 137 
pared with 444,743 for April, 1945, — — ——_ —_. —___ || Washington Farmer 42.6 32,275 45.8 34,791 28,972 32,169 
la 7.2% gain. | Total Group ..... 516.4 331,018 468.1 298,002 303,522 284,834 | Western Farm Life 45.9 35,990 42.4 33,240 25,344 21,193 
FARM PAPERS Wisconsin Agricul- 
’ eeeaen turist .........-. 52.8 41,364 39.9 31,303 36,476 27,088 
Mon es: — 
Wilson Promotes Luse Agricultural Lead- Total Group .....883.0 673,965 798.4 608,370 565,604 516,062 
John Luse, Illinois representa-| ers’ Digest ..... 33.0 6,496 34.3 6,713 6,496 6,713 Bi-Weeklies—April : . me 
tive for Wilson Brothers, Chicago, | American Fruit Arizona Farmer 44.4 38,568 39.5 29,910 31,762 28,882 
° p ‘ Grower’: ..<.ssse- 22.0 9,357 20.0 8,540 9,085 8.354 | California Cultivator 45.5 34,398 40.7 30,733 30,758 28,213 
manufacturer and distributor of American Poultry Dairyman’s League 
|men’s wear, has been appointed! Journal: MEME Fc ichicwess 9.1 6,608 85 6,210 4,875 5,152 
divisional sales manager, cover- Eastern Edition.. 43.2 18,568 35.0 15,033 11,034 7,932 Pacific Rural Press: re - ‘ — 
Central Edition.. 36.0 15,467 27.4 11,759 9,802 6,827 Northern Edition. 59. 5,28 56. 42,70 40,2 392 
Bi Minnesota, Wisconsin, Iowa,| Western Edition. 30.9 13.291 229 91860 8.957 6.279 Southern Edition. 56.9 43,013 56.4 42,678 37,879 38,488 
Illinois, Indiana and Michigan. *In all 3 Editions.. 29.9 12,839 21.5 9,258 8,715 6,019 | Prairie Farmer 60.0 43,732 50.0 36,064 35,745 29,251 
bBetter Farming | — 
Methods......... 21.9 9,424 24.3 5,093 9,424 5,093 Total Group .....275.7 206,600 251.5 188,295 181,308 168,378 
Breeder's Gazette.. 23.3 10,487 23.1 10,411 6,187 7,146 Weeklies—April: 
California Citrograph 22.0° 15,008 17.0 11,326 15,008 11,326 Capper’s Weekly... 9.2 20,500 8.0 17,899 7,688 9,962 
Cattleman, The ... 72 30,075 71.6 30,240 14,913 16,107 Weekly Kansas City 
Cooperative Digest. 18.3 3,832 21.5 4,515 3,832 4,515 OED 5.449 .00d.d aes we 18.2 44,798 18.6 45,721 31,628 35,873 
Electricity on the —- 
(et ee 19.0 7,102 19.9 7,102 7,102 7,102 Total Group 27.4 65,298 26.6 63,620 39,316 45,835 
Farm and Ranch.. 27.9 21,111 32.8 24,807 18,504 22,463 Dailies—April: 
Farmer-Stockman.. 27.0 20,488 24.0 18,428 19,172 17,440 Chicago Daily Drov- 
*Florida Grower... 14.2 9,678 12.8 8,682 9,217 8,305 ers Journal .-- 22.8 48,560 27.4 58,430 25,128 36,136 
Kentucky Farmers’ Kansas City Daily 
Home Journal ... 12.6 9,857 13.4 10,527 7,927 9,076 Drovers Telegram 27.8 59,168 28.3 60,375 34,657 40,429 
Michigan Farm Omaha Daily Jour- 
A 2.4 4,892 2.1 4,289 4,844 4,263 nal-Stockman 26.6 56,631 28.6 60,871 40,251 49,622 
National Live Stock St. Louis Daily Live 
go) ee 9.9 7,228 11.2 8,180 6,932 7,952 Stock Reporter... 19.1 40,701 21.1 44,927 28,231 34,086 
New Jersey Farm -_—_— 
and Garden ..... 40. 18,148 35.9 16,162 14,132 13,478 Total Group ..... 96.3 205,060 105.4 224,603 128,267 160,267 
Ohio Farm Bureau — — 
} ET eee 11.1 9,006 18.1 8,155 4,778 7,884 *Not included in totals. 
Poultry Tribune: aOne issue 1946, two 1945. 
Eastern Edition... 47.9 20,540 43.3 18,566 13,149 10,958 | bPage size changed since last year. 
Central Edition.. 41.0 17,565 37.2 15, 948 12,384 10,821 
Western Edition.. 36.2 15,537 29.9 2 11,425 9,188 | CANADIAN 
Pacific Edition .. 36.4 15,613 31.7 59 10,994 9,411 *Canadian Country- 
*In all 4 Editions.. 32.4 13,905 27.3 11,697 10,345 8,487 WORM 6 sdeasecees 44.2 30,936 46.5 32,520 25,278 26,947 
Southern Farmer .. 4.5 3,609 4.8 3,878 3,609 3,878 Country Guide, The 47.4 34,168 40.0 28,830 34,168 28,830 
Southern Planter... 25.8 18,026 24.8 17,343 15,786 15,907 *Family Herald & ¢ 
Western Dairy Weekly Star: 
SOUNUME. wrdacaders 65.8 27,6386 47.9 20,146 8,246 6,594 Eastern Edition... 87.6 87,635 78.0 78,011 59,230 56,224 
| Western Livestock Western Edition. 75.1 75,137 65.1 65,083 55,511 50,444 
SOUP 0ho80 00% 87.6 36,806 73.7 30,968 13,454 13,384 Farm & Ranch Re- 
——— i VIOEW ..ccccesses. 28.4 16,864 23.1 16,614 15,568 15,886 
Total Group ..... 818.0 381,169 747.8 344,409 267,146 250,091 *Farmer’s Advocate 
Monthlies—April: & Home Magazine 43.5 30,447 52.0 36,418 25,727 31,582 
| Arkansas Farmer... 10.8 8,146 15.1 11,447 8,146 11,447 Farmer’s Magazine. 42.8 29,967 45.2 31,652 26,401 28,229 
Idaho Granger 11.2 123,121 11.1 12,083 12,121 13,083 *Free Press Prairie 
Nation’s Agriculture 10.7 4,840 12.2 5,504 4,840 5,504 POPNOE. 2c iicavaes 100.8 113,407 86.4 97,225 60,223 56,903 
| —, — ee — *Western’ Producer. 54.3 58,111 54.6 58,390 28,464 33,993 
Total Group ..... 32.7 25,107 38.4 28,984 25,107 28,984 ea 
Semi- Monthlies—April: Total Group .....519.1 476,672 490.9 444,743 330,565 328,687 
American Agricul- 
COPING V4i50 50 ¥50% 30.9 22,498 26.8 19,490 18,668 16,239 *April linage. 
! 
| . oe . ° 
Club Elects Townsend display advertising conference to|ter, linage increased 12.3% over 


Exclusive as ste 400" 


HIS GROUP OF READERS IS EXCLUSIVE—but not reserved to 


any particular class. Just in 


their diet of reading do these 


fact-detective fans have cliquish tastes. They feed on fact- 


detective fare... period. 


We wouldn’t say that other magazines are never glanced at. 
‘They probably are on occasion, but our readers’ rigid pref- 
erences are for fact-detective material. 


Butchers, cops and bakers, sales engineers and skilled 
mechanics are all included in this massive male market. 
And your best, your only certain way of contacting this 
market is with fact-detective books. 


DELL DETECTIVE GROUP has a present circulation of 1,155,832*, 
nearly all newsstand. There’s a firmly hooked readership of 
well over two million. At a cost of but $1.35 per page per 


thousand circulation, there’s no 


better buy on the market today 


for reaching this purchase-hungry audience. Check into this 
now—join a long list of smart advertisers in skimming off 


the gravy with Dell Detective G 


*Average for 1st three months 1946. 


Detective Group 


Human Interest Stories with a punch 


roup. 


DEL 
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L PUBLISHING CO., INC. 
Madison Ave., New York 16 


CLUES TO THE DELL MARKET... Median age of reader, 35.8 ... median 
income $2,950... 3.4 persons per family... 77.8% are married... 37.3% own 
their own homes... Dell Detective Group leads the field in linage and circulation. 


| L. E. Townsend, vice-president 
in charge of advertising and pub- 
_licity of the Bank of America, San 
Francisco, has been elected presi- 
| dent of the San Francisco Adver- 
‘tising Club. Other officers are: 
| Vice-president, Frank Chapman, 
assistant advertising manager, 


|Shell Oil Company; secretary, 
| Lois Ingalls, advertising manager, 
|The White House department 


| store, and treasurer, Harry F. Bor- 

den, general manager, Pacific Neo 
| Gravure Company and _ Borden 
‘Printing Company. 


Neil Borden to Speak 


| 
| Neil H. Borden, professor of ad- 
'vertising of Harvard University’s 


be conducted by the Pennsylvania 
Newspaper Publishers’ Association 
in Harrisburg, June 21-22. 


Sponsors Pettengill 
America’s Future, Inc., New 


York publisher of books and book- 
lets, has signed a 52-week con- 
tract with ABC to sponsor a Sun- 
day news commentary series by 
Sam Pettengill, former Indiana 
congressman, starting May 19. The 
agency is Gahagan & Turnbull, 
New York. 


Reports Linage Increases 
Canadian Daily Newspapers As- 

sociation has reported that adver- 

tising linage in Canadian daily 


the same period last year. 


Air Dancing Lessons 


A three-minute dancing lesson 
is being offered by Arthur Murray, 
veteran teacher of the ballroom 
art, during a 30-minute weekly 
“Arthur Murray Show” begun 
over Station WJZ, New York, May 
9. The program, placed by Huber 
Hoge & Sons, New York, and 
slated to run six weeks, features 
Nat Brandywynne’s orchestra and 
songs by Bea Wain. 


Boston Agency Formed 
Gilchrest-Spriggs & Co., Boston 

agency, has been formed by 

Charles J. Gilchrest and Marjorie 


Graduate School of Business Ad-|newspapers in March increased|L. Spriggs, both known in the 
/ministration, will speak on the|/8%% over the corresponding|promotion and public relations 
| selling of national advertising at a' month last year. In the first quar-'! fields. 

’ ‘6 ”9 
AMERICA’S NO. 1 TEST STATION 


| Two-sertzs08 
Primary, half- 
urban, half-rura}, 
in 62 counties of 
Indiana, Ohio, 
Michigan. Basic 
| Blue Network. 
10,000 watts. 
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Advertising Age, May 20, 1946 


Fuller Heads NPA 
Following Death 
of Wm. B. Warner 


New York, May 16.—Because of 
the death of William B. Warner, 
chairman of the board of the Mc- 
Call Corporation and president of 
the National Publishers Associa- 
tion, Walter D. Fuller, president of 
the Curtis Publishing Company 
and vice-president of NPA, will 
take over Mr. Warner’s duties as 
acting head of NPA until the an- 
nual meeting in September, pub- 
lisher members were informed by 
letter this week. 

Mr. Fuller sent the following 
announcement to all NPA mem- 
bers: “It is my duty as vice-presi- 
dent of the National Publishers 
Association to bring to you the sad 
message that Mr. William B. War- |! 
ner, our honored president since 
1933, passed away on Saturday, 
May 4. 

“The officers of our association 
met briefly following the funeral 
yesterday and decided tentatively 
on the following action: As the 
vice-president with the longest 
service in the association, I will 
take over the responsibilities of 
the presidential office until Mr. 
Warner’s term expires at the Sep- 
tember meeting. With the aid of 
Albert E. Winger, vice-president; 


of a heart attack in his home 
here. 

Once a manufacturer of cos- 
metics, he later organized and 
headed the Dermatological Labora- 
tories, Inc. Mr. McGowan oper- 
ated a marketing and research 
company under ‘his own name 
prior to joining R&R in 1934. He 
continued the market research 
work with the agency, later super- 
vising these activities. As vice- 
president he was in charge of a 
number of executive duties. 


ERNEST A. SCHOLZ 


Pasadena, Cal., May 14.—Ernest 
A. Scholz, 70, former circulation 
manager of Chicago newspapers 
and national magazines, died here 
May 5. Mr. Scholz was circulation 
manager of the Chicago Daily 


News when he was 20 and later 
served as business and circulation 
manager of the Chicago Record- 
Herald for 13 years. In 1914 he 
became circulation director of 
American Magazine and Woman’s 
Home Companion, resigning in 
1919 to join the Butterick Com- 
pany, New York. He later served 
with the United States Daily. 


KENNETH WITHEROW 
Pittsburgh, May 14.—Kenneth C. 
Witherow, 52, account executive 
of Walker & Downing, died sud- 
denly in his office here Thursday. 


FRED L. RENTZ 

New Castle, Pa., May 14.—Fred 
L. Rentz, 78, president of the New 
Castle News, died here yesterday 
following a lingering illness. 
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died here Wednesday. Mr. But- 
ler, brother of Burridge D. Butler, 
publisher of Prairie Farmer, was 
at one time advertising manager 
of the World, Kansas City, Kan. 


WILLIAM R. BUTLER 

San Diego, Cal., May 14.—Wil- 
liam Radcliffe Butler, 73, former 
advertising manager of the Prairie 
Farmer and Station WLS, Chicago, 


ge tee Circulation Coverage is your guarantee 
of improved cash register returns. : 
In the CHICAGO DEFENDER, intimate messages be: 


on your product or services are carried into over 
200,000 homes. 


FOR RESULT S— 


Schedule the CHICAGO DEFENDER 
in your new advertising budget. 
Member Audit Bureau of Circulation 


THE CHICAGO DEFENDER—3435 Indiana Ave., Chicago 16, Ill. 


George S. Denison, National Adv. Mgr. 
George T. Hopewell, Eastern Representative, 10! Park Ave., New York, N. Y. 
ae 


Francis L. Wurzburg, secretary; 
and Donald G. Shook, executive 
vice-president, I will attempt to 
earry on Mr. Warner’s policies 
throughout the rest of the term.” 

Mr. Warner died in Pelham, 


N. Y. on May 4 after a brief ill-| 


ness. He was chairman of the 
board of the S-M News Company 
and a former president ot the Na- 
tional Association of Manufactur- 
ers. In 1919, while manager of the 
women’s clothing department of 
J. Iu. Hudson Company, Detroit, he 
was named president of the Mc- 
Call Corporation. From his in- 
itial task of expanding the pattern 
service, he worked to expand the 
circulation and editorial coverage 
of McCall’s Magazine. The cor- 
poration bought the Bluebook and 
Redbook while he was president. 
He became chairman of the board 
in 1929, 


DANIEL CARROLL 

Garden City, L. I, May 15.— 
Daniel A. Carroll, 68, newspaper 
advertising representative, whose 
company has been in business in 
New York since 1904, died May 13 
at his home here. The Dan A. 
Carroll Company represents the 
Detroit News, Indianapolis News, 
Montreal Star, Toronto Telegram, 
Washington Star and the Booth 
chain of newspapers in Michigan, 
Mr. Carroll’s native state. 

His advertising career began in 
1898 when he joined the Detroit 
Journal as an advertising solicitor. 
He became advertising director of 
that paper when he was 25. 

Mr. Carroll was a founder of the 


Advertising Club of New York, | 


past president of the Six Point 
League, an association of news- 
paper advertising representatives, 
and a member of the Poor Richard 
Club of Philadelphia. 


MICHAEL J. MCGOWAN 
Chicago, May 14.—Michael J. 

McGowan, 55, a vice-president of 

Ruthrauff & Ryan, died Saturday 


DONT MUTHLATE 
YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 
BUSINESS pp FARM. ape GENERAL 


221 N. LASALLE ST, CHICAGO }. tt 
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Whe Irate, Seen 


ee « « « Of any publication is 
its service to its subscribers 


| N SUPPORT of this belief, The Progressive Farmer 
maintains fully-equipped editorial offices at 


| Raleigh, Birmingham, Memphis and Dallas. Four- 


| 


customers. . 


| 


The $ 


Sarasa 


The Pro 
\Y 


Advertising Offices: 
MEMPHIS, 


2a 


DALLAS, 
Pacific Coasts: Edward S, Townsend Co., San Francisco, Los Angeles 


Price Hobgood Dr. JohnW.Holland Russell A. Hunt 


teen full-time editors and twenty-one staff con- 
tributors keep ‘‘in close neighborly touch’’ with the 
needs and desires of nearly a million Progressive 
Farmer subscribers in 14 Southern states. 


In addition to material prepared by staff mem- 
bers, The Progressive Farmer regularly carries 
timely and interesting articles, features and stories 
obtained from leading writers and many correspond- 
ents, strategically-located throughout the South. 


Published monthly in five separate editions, local- 
ized to the farm and home interests of five distinct 
agricultural divisions of the South, The Progressive 
Farmer provides its readers with an _ intensely- 
localized editorial service which no other leading 
regional or general farm magazine can claim. 


Each of the five editions of The Progressive Farmer 
is carefully edited for its particular territory. The 
only editorial material appearing in every edition is 
that which is of general interest to the entire South. 
Thus, The Progressive Farmer is a local magazine 
to each of its readers, with no wasted space in any 
edition on subjects foreign to local needs. 


Your advertising in The Progressive Farmer makes 
you a good neighbor to your prosperous Southern 
. it serves to convince them that your 
product is fitted to their particular needs. 


* 
« 


outh. Subscribes: to 


gressive Farmer 


» } 
Nl 

BIRMINGHAM, RALEIGH 

NEW YORK, CHICAGO 


Fred J. Hurst 


T. B. Hutcheson ~——OD. F. King 


Richard C. Miller 


Dr. CLARENCE POE, President & Editor 
Office: RALEIGH ,North Carolina 


WILLIAM C. LaRUE 
Associate Editor 
rr 


L. A. NIVEN 
Associate Editor 


~ 


EUGENE BUTLER, Vice-Pres. & Editor 
Office: DALLAS, Texas 


JOE A, ELLIOTT 


J, A. McFATRIDGE 
Associate Editor i 


Associate Editor 


ELIZABETH COLE 
Home Department 


¢ a | 


MRS. M. L. TAYLOR 
Young Southerners Dept. 


eR 


H. 0. COFFEY 
Asst. Managing Editor 


W. C. LASSETTER, Vice-Pres. & Editor 
Office: MEMPHIS, Tennessee 


JOHNNIE HOVEY 
Home Department 


& % A 


PO i A 


RUSSELL LORD 
Forum Editor 


T, W. GODWIN 
Art Editor 


ALEXANDER NUNN, Managing Editor 
Office: BIRMINGHAM, Alabama 


SALLIE HILL, Editor Home Department 
Office: BIRMINGHAM, Alabama 


PE 


TRIAL 
Jev.JamesW.Sells  W.B. Starr 


Dr.B. E.Washburn 


J. H. Neal Lon Riggs 
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Hannah Co. Moves 


The Lester Hannah Company, 
San Francisco agency, has moved 


Advertising ‘Fair’ 
Held in Oklahoma City 


| A “Southwestern Advertising 
to new quarters at 690 Market St. \Fair”’, at which about 25 media 
representatives and _ advertisers 


from various parts of the South- 
west showed exhibits of their work 
and activities, was held May 5-6 
in Oklahoma City in conjunction 
with meetings of the boards of di- 
rectors of the Tenth District, Ad- 
vertising Federation of America, 
and the Southwestern Association 
of Advertising Agencies. 


The HOMEMAKER 
is Growing! 


‘The pocket-size service magazine 
that's rapidly becoming a favorite 
with American women! 


1745 Broadway New York 19 


GREATER LAWRENCE 


Bank os 4 
Deposits ff 


\ 
This little piggie 


knows his MARKET 


No doubt about it, the Woolen and Worsted Tex- 
tile Capital is a gold mine for sales! February ‘46 
wages showed a 10.5%, increase over January... 
Sales Management Survey, May 1946, reveals an- 
nual retail sales approximate $52,942,000, almost a 
41/,°/, increase over the previous year . . . and bank 
deposits are at a new high! 


Reach the people who are better able 
to buy your product. Reach them thru 
their daily newspaper—the Eagle-Tribune. 
Read in 95 out of every 100 homes. ABC 
Circulation over 35,000. 


| 4/00- 
BS 4,000- 
900- 
800- 


MAGAZINE 
LIWAGE TREND 


OUTDOOR 


r—1946—. 1945 
APRIL 


MAY MAY 


4 700 - 50 - 


1,500 - 40 - 
4300- 30 - 
4100- 20 - 
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MAY ADVERTISING LINAGE IN NATIONAL MAGAZINES 


(—/946—, 1945 
MAY MAY 


Serving hundreds of national advertisers 


- LAWRENCE, MASSACHUSETTS 


“WARD-GRIFFITH CO. -NATIONAL REPRESENTATIVES 


every time 


When you give your platemaker a Kodachrome to reproduce, sir, 
you are asking him to interpret a transparency. A transparency 


is difficult to judge. He sees it one way, you another. And 


too 


often, perhaps, you fail to get just the effect you anticipated. 


Our full color Chromart Print, made from your Kodachrome to 
fit into your artwork, is made photographically and is right. Being 
on paper, your platemaker has a real chance to display his skill, 
matching color-for-color. And it has the full production flexi- 
bilities of other forms of normal copy: It can be dramatically 
displayed, airbrushed for last-minute changes, pasted into com- 
plicated artwork so that but one set of plates need be made of the 


entire page. 


Chromarts are backed by 8 years of making color prints that are 
right for platemaking. Priced from $48 to $115, depending upon 


print size. Write! 


Frank Miller Laboratories 


FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


—-1946—,  -——1945——_, ———1946—, 9 -———1945——-, 
| Pages Lines Pages’ Lines Pages Lines Pages Lines 
| GENERAL Vogue (2 issues)..... 330.6 208,911 154.1 97,406 
| American Magazine 734 30,755 67.0 28,119 Woman’s Day ....... 40.5 17,367 43.6 18,708 
| American Forests .... 10.3 4,340 15.1 6,342 Woman’s Home Com- 

American Home ...... 67.9 42,933 57.7 36,466 SUMO. fotze isceaee 81.5 55,341 62.3 42,350 
American Legion ..... 30.0 12,620 24.5 10,390 
Asia & the Americas... 4.5 1,929 1.7 712 Tots! Group. 266. «4 3,174.9 1,615,825 2,573.3 1,273,083 
| Better Homes & STANDARD 
Gardens ....../.... 98.0 61,990 63.0 39,626 | American Mercury 5.8 1,088 8.3 1,501 
| bChristian Herald 29.0 12,438 25.0 10,533 Atlantic Monthly ..... 39.8 16,695 46.5 19,530 
| oT 6.1 4,112 5.0 3,419 | Harper’s Magazine 39.8 9,366 49.5 11,766 
|Cosmopolitan ........ 95.2 40,826 75.5 32,414 
| *Dell Detective Grp... 21.9 9,398 — aieaoe Total Group ..625%s 85.4 27,149 104.3 32,797 
| Dems Review ii... 42.7 18,305 42.8 18,343 OUTDOOR 
SME 6. SV Ssa wis wre at Ste ee) 8" 13.0 5,577 16.4 6,882 American Rifleman 41.4 17,367 31.7 13,328 
| Esquire (Natl.) ...... 122.8 82,516 86.9 58,367 bField & Stream ..... 99.3 42,586 75.8 31,824 
1PRCOMMION okt beds 15.8 10,845 14.3 9,812 Fur-Fish-Game ...... 20.4 8,736 17.8 7,626 
Ugg ol) Soe we ae er 138.0 87,216 188.5 116,604 | bHunting & Fishing. . 33.7 14,471 25.6 10,738 
Grade Teacher, The .. 33.0 14,676 ja ag 7:820 | bOut@oor Life ....... 84.6 36,288 70.0 29,407 
|House Beautiful ..... 131.7 83,249 102.7 G4.806 | Outdoors 5 ...6.cs ccc es 24.1 10,138 24.3 10,220 
|House & Garden ..... 112.2 70,936 102.4 64,726 beports Afleld ....4.. 78.7 33,753 57.3 24,065 
{Improvement Era .... 20.4 8,759 15.4 6,613 
| og) es 28.5 19,497 18.0 12,337 | TWoetal Grou ... 6.6%. 382.2 163,339 302.5- 127,208 
| Mactadden Men’s Grp.. 19.7 8,240 19.0 8,288 | JUVENILE 
| Mechanix Illustrated. . 67.5 15,150 61.8 13,828 | bAmerican Girl ...... 13.0 5,571 12.4 5,212 
|Motor Boating ....... 114.8 67,510 101.0 GGnee | Gee BACG: bo rvicviacas tn 24.3 16,416 20.5 13,905 
| National Geographic.. 40.8 9,709 33.0 7,812 Calling All Girls ..... 28.5 10,864 23.9 9,107 
| bNation’s Business 59.1 25,371 60.2 25,296 | ae ae 9.6 4,022 5.0 2,104 
| Nature Magazine ..... 5.0 2,110 4.6 1,960 eFamous Funnies ; 9.0 3,483 8.0 3,096 
Rl, aR er re i ee 25.5 17,340 5.8 3,995 Open Road for Boys.. 14.1 5,926 12.9 5,432 
| Popular Mechanies 146.3 32,760 109.1 24,416 G*TTwe CGMIGH: .3.<46«. 5.0 1,919 ia 
Popular Publications. . 12.5 2,800 17.2 3,842 | 
Popular Science ..... 132.5 29,680 128.1 28,700 | TOG GOW 6445434 98.5 46,282 82.7 38,856 
RUREMOOM. cs sacextavares 49.6 21,260 56.6 24,263 WEEKLIES—APRIL 
DEOCATIAN § .insenacere’ 9.9 4,262 16.2 6,808 aAmerican Weekly 67.8 67,830 74.9 74,898 
Scientific American ... 10.0 4,435 15.0 6,552 Business Week ...... 283.6 119,098 300.7 126,303 
Street & Smith All Fic- dChristian Advocate.. 19.9 8,347 17.4 7,304 
eo ee 5.5 1,023 3.5 651 og ee 200.0 135,995 171.0 116,288 
Re ae ee 58.6 24,635 35.2 14,803 CM 668s hee eedesans 105.8 45,371 107.5 46,134 
Terinane Group ivicrs 21.6 4,844 18.8 4,203 Pamily Cirole. 2.4.45. 59.4 25,470 59.3 25,458 
Town & Country...... 131.8 88,599 88.5 59,458 5G 4p ade adn ee 31.6 13,537 57.2 24,554 
BERG S945 00M eus he Kan 52.6 22,597 26.5 DEGREE: | GENER ick eRace ee veal es 45.1 28,063 53.1 33,219 
Woodmen of the World 5.0 2,146 4.6 1,960 BEC 4 kk ed seeeee es’ 90.2 38,713 140.0 60,068 
pg ee 122.3 71,912 88.2 51,862 OP SS re mone ae cer 344.0 234,009 291.0 198,161 
Cf eae eae 95.2 64,727 83.0 56,438 
Total Grous ...04.is 2,162.9 1,069,902 1,832.5 893,833 | Newsweek ........... 284.7 119,590 313.1 131,507 
WOMEN aNew York Times 
ROUND cin w Kid 4.0 0g Oe CD 182.0 78,078 107.0 45,903 PEG@ASING 2. .6cess 134.1 113,950 122.7 104,268 
og SS i a i are 220.7 94,666 135.7 58,201 OW TOEROE cis cca 262.5 112,619 204.3 87,621 
Good Housekeeping 162.4 69,665 119.7 51,330 BRPOLHANGED 2.0 cssccues 33.0 14,167 49.4 BB Us i 
Harper’s Bazaar ..... 228.5 144,433 129.7 81,978 MUD 66k B60 5 seas 24.0 17,164 36.0 25,749 
ef eee 17.0 12,859 16.8 12,768 dSaturday Evening 
PROUBGHOM 665 68649 646 20.7 14,122 20.3 13,833 OEE 4 oh GAWidpk bia doe BAO 302.7 205,804 248.0 168,605 
Ladies’ Home Journal. 133.9 91,068 101.2 68,817 Saturday Review of 
Mademoiselle ........ 209.0 89,661 184.0 78,936 EMCOTOtUTE 6k cccicss 84.0 35,971 67.0 28,740 
MMGCREED.  6.5-0 00a 04d 008 97.7 66,410 73.9 50,219 WOMOINMEIG 66 co tagccess 33.é 14,012 38.3 16,122 
Modern Romances abThis Week Magazine 45.8 38,912 50.1 41,325 
RE oe b 416.8 8 eG Swe 53.1 22,786 63.6 27,265 i. A See Cee ee ee ee 349.0 146,499 327.7 137,684 
Modern Screen (MM).. 59.5 25,541 67.5 28,948 United States News. 172.4 72,391 168.5 70,754 
Motion Picture (F)... 72.8 31,214 71.3 30,572 
MOVOUIDME 2 5x8 64.5058 35.0 19,490 33.6 14,433 TRtAl Group. ives vi 3,068.1 1,672,239 2,980.2 1,602,377 
PEGVIG EMEO- 25 iesiivvis 36.4 15,631 41.0 17,608 
BeOvie BROW 2... avsess 39.3 16,867 31.1 21,122 *Not included in totals. 
Movie Stars Parade... 36.4 15,653 40.3 17,323 aFour issues 1946; five 1945. 
Movie Story (F) ..... 69.3 29,734 68.3 29,317 bPage size changed since last year. 
i he SPE On Pee rior ee 36.5 15,670 40.4 17,337 cMay-June issue combined. No issue in 1945. 
Parents’ (N. Y. Metro dFour issues both years. 
SS REPRE CORE Re 104.2 44,719 103.3 44,294 eIncludes space in issues sold in combination with 
Parents’ (Nat'l). .i.s.. 99.0 42,452 97.3 41,752 Heroic and Jingle Jangle, bi-monthly. 
Personal Romances 36.7 15,749 32.7 14,038 CANADIAN 
Photoplay (Mac) ..... 72.3 31,032 62.6 26,872 Canadian Home 
PROMONGGG § .cisccsccs 61.5 26,409 65.3 28,055 Pi | es 56.1 38,130 50.8 34,546 
Radio Mirror (Mac)... 40.3 17,308 44.3 19,026 Canadian Homes & 
*Real Romances ..... 31.6 13,594 $1.1 9,017 ree 58.1 39,496 45.0 30,611 
oD Oe a ee 31.6 13,594 21.1 9,017 CROGGIGING 6.6 ckecasas 57.4 39,003 49.4 33,582 
Beréoen GwIee ...sccics 32.3 21,988 33.6 22,820 TRMOEIS 4406053245088 40.8 17,503 44.7 19,176 
Screenland Unit ...... 43.5 18,662 43.1 18,472 Maclean’s (2 issues)... 89.0 60,497 76.3 51,865 
Screen Romances 51.6 22,147 63.0 27,028 BEEEE b64.0 C4 ce ea es 92.1 61,880 56.7 38,130 
os a 19.4 8,328 19.4 8,270 National Home Monthly 41.2 28,018 29.1 19,811 
MOVORCOOGN scsi wisscave 153.7 104,540 101.1 68,730 New World .......... 36.2 24,614 29.2 19,845 
Today’s Woman ...... 20.8 8,920 16.7 7,122 Revue Moderne, La... 37.2 25,311 29.8 20,294 
True Confessions (F). 68.8 29,516 63.5 27,204 Revue Populaire, La.. 37.1 25,950 33.9 23,724 
|True Experiences WOES, BD 6 iss ccdess 37.3 26,127 37.5 26,259 
TE? av dertescacivame 45.9 19,701 48.0 20,578 
True Love & Romance 42.9 18,408 47.7 20,470 SOCK GIOUD ..ccccs 582.5 386,529 482.4 317,843 
True Romances (Mac) 46.2 19,835 50.0 21,447 - 
Eee: Beery si ccavaane 73.0 30,944 76.3 32,531 *April linage. 
AFA Books Justin Miller; {Magazine of Wall Street, New| Hager Leaves WGY 
A ; York, and the Tribune, New Al- : , 
Six Join Federation bany, Ind. Kolin Hager, manager since 1931 
. om 
Judge Justin Miller, president, St ciel Ls a ae 
National Association of Broadcast- . A sar omen aap as pacemesigag LA tt Bee 
era, is & late addition to the Bro- Four Name Sive gency (has resigned to become assistant 
gram for the May 28 luncheon| The Frito Company of South- - ~ apc = Basen: > oes 
session of the 42nd annual conven-|ern Ohio, maker of Fritos corn |**€W *° Mr. Hi an 4 anscrip “e 
tion and advertising exposition of|chips; High Rock - Sun - Spot pace ol NAB’ pel of aes 
the Advertising Federation of|Bottling Company, Southern Ohio oy “i t od :N ‘AB’ District 
America, to be held in Milwaukee.|Saving Bank & Trust Company Ty oS a & . 
He will discuss current aspects of|and Nu-Tangs, Inc., all in Cin-| *“° 
federal regulation with respect to|cinnati, have named Leonard M. - 
advertising. Sive & Associates, Cincinnati, to| Production Men Elect 
Six organizations recently added |handle their accounts. Newspapers The Association of Publication 
to the AFA include George S. May |and radio will be used by Frito|Production Managers has elected 
Company and the Vance Publish-|and High Rock-Sun-Spot. South-|the following officers: President, 
ing Corporation, both in Chicago;/ern Ohio Saving Bank & Trust| Richard V. Holahan, Fortune; sec- 
Melvin F. Hall Advertising/Company will use newspapers.|retary, Joseph M. Roth, Macfadden 
Agency, Buffalo; William H. Kin-|Business papers and direct mail| Publications, and treasurer, Jack 
sall & Co., Bloomington, II11.;| will be used by Nu-Tangs. McKenna, Popular Publications. 
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EDITORIAL - ADVERTISING - CIRCULATION 
Superiority Leadership ptduautage 


GU, G77 fll Y WY, fll, YE. Jl’), Wué3-- 
4Yj%47i77 W774 U4 


; 
r 
: 


e Edctorial Superiortty — sue to intelligent editing, better 


research, writers who know aeronautics and the complete 
coverage of the industry — Manufacturing, Operation, Main- 
tenance and Distribution — in every issue. 


o peduertisiug Leadershife —asue to a record of results for 


advertisers, AERO DIGEST led all aeronautical magazines in 
total volume of paid advertising in 1941, 42, 43, 44 and 45. 


* Circulation pAduautage — 47,686 A.B.C. six months average 


ending December 31, 1945. Larger than any other aeronautical 
publication in the world classified as a business paper. Circula- 
tion reached without bonuses, premiums, gifts, combinations 
or high-pressure selling. 


If you buy advertising on these three essentials, then 
AERO DIGEST should become your number one medium for 
aeronautical and associated products. 


Editorial Superiority Has Made 


Beaten Premier Peronautical Magazine 
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Launch Campaign 
on ‘46 Chrysler 


Detroit, May 14.—Chrysler Cor- 
poration has launched a national 
campaign promoting the new post- 
war Chrysler, with initial four- 
color bleed pages appearing in 
Country Gentleman and The Sat- 
urday Evening Post. 


On May 18 and 20, respectively, 


similar ads will appear in Col- 
lier’s and Time, with ads for June 
scheduled in Better Homes & Gar- 
dens and Cosmopolitan, and for 
July in American Magazine. 


Held down to a minimum of 
copy, the ads feature two views 
of “The Beautiful Chrysler” 


against a landscape background. 


SimPsoON-REILLY, ven. | 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 


RUSS BLDG. 


GARFIELD BLDG. j 


Hydraulically operated transmis- 


/ sion and gyrol fluid drive are the | 


only selling points listed. In six- 
point type, attention is called to 
the music of Andre Kostelanetz 
over CBS Thursdays at 9 p.m. 
EDT. The large space devoted to 
car illustration brings out the dis- 
tinctive front and fender styling 
of the 1946 Chrysler, which is 
'amply finished in gleaming chrome. 


Business Paper Schedule 


Supplementing the national 
magazine campaign is a business 
paper schedule which includes 


black-and-white advertisements in 
the same illustrative technique. 
These are appearing in Automo- 


tive News, Motor, Motor Age, 
Motor West and Southern Auto- 
motive Journal. 

McCann-Erickson handles the 
| account. 
Joins R. C. Smith 


| James Matthews, former direc- 
‘tor of publicity and continuity with 
'Station CKEY, Toronto, has joined 
R. C. Smith & Son, Toronto, as 


|} account executive. 


Appoints Ferguson 

|. Courtland D. Ferguson, Inc., 
Washington, has been appointed 
‘to handle the advertising of John 
-H. Dulany & Son, Fruitland, Md., 
for Dulany quick-frozen foods and 
'Dulany canned goods. Business 
papers and point-of-purchase ad- 
vertising are being considered for 


Nampa Flocks 
to Buy Stocks 
Offered in Test 


| Nampa, Ida., May 14.—A Mardi 
| Gras of buying swept this town of 


both lines. A spot broadcast cam- 13,000 last week as scores of scarce 
paign for frozen foods may be items including such treasures as 


scheduled. nylons, shirts, girdles, sheets, elec- 
trical appliances and musical in- 
Omaha Ad Club Elects 'struments were offered to Nampa 


Oscar D. Mardis, vice-president 
of Peterson Lithograph & Print- 
ing Company, has been elected 


president of the Omaha Advertis- | 


ing Club. Robert S. Christie, Gen- 
eral Outdoor Advertising Com- 
pany, has been elected vice-presi- 
dent. 


Joins Publix Shirt 


Peter Zanphir, formerly assist- 
ant director of the Mutual Broad- 
casting System, has joined Publix 
Shirt Corporation, New York, as 
advertising manager. He will also 
‘head the sales analysis, research 
and public relations departments. 


Advertising Age, May 20, 1946 


els, six tire companies, 35 jewelry 
| companies, 18 makers of radios, 34 
‘home furnishing companies, 24 
'manufacturers of women’s cloth- 
ing, 32 representing men’s and 
boys’ clothing, 37 producers of 
hardware and sporting goods, and 
|23 shoe and supplies manufac- 
| turers. 

| Other participants in the event 
included Union Pacific Railroad, 
|United Air Lines and Pathe-RKO, 
which recorded the buying test on 
| film. 


|residents to learn their buying | Results of the test will be ae 


| preferences among national brands. vealed in the “Main Street Mer- 
_Sponsored by Pathfinder maga- chant,” published by Pathfinder, 
| zine, Washington, D. C., the week- to be distributed to 250,000 retail- 
long “Nampa-Pathfinder” test of- ers in small communities. Trade 
| fered manufacturers and distribu- | associations and chambers of com- 
_tors of nationally known brands a merce will also receive a report 
‘laboratory experiment in buying on the test. 
habits of a town representing 16,- ee ' 


| 340 similar communities with less Waco Agency Formed 


‘than 25,000 population. Included 

|in the results will be the buying _ Centex Advertising Company 

preferences of about 73,000 buyers has been formed in Waco, Tex., by 

in the city’s extended trading area, A: D. Anderson, president and gen- 

| 3 ; ‘eral manager; Tommie Suits, vice- 
Represented in the town’s ex- president and art director, and A. 

| periment were 16 automobile mod- LL. Haster, secretary-treasurer. 


HAND-PICKED! 


390,000 Farm Prospects for Electrical Products 


These electrified farms were personally selected —hand picked by 3,000 representa- 


tives of Power Companies and REA Co-ops — because they are potential users of electric | 


current, and their income makes them first-line prospects for electrical equipment and 


appliances. 


These 390,000 farms comprise 97% of the circulation of ELECTRICITY ON THE FARM. 
Magazine. Devoted exclusively to the users of electricity on farms and in farm homes, it 
shows farmers how to make the fullest use of electric power for production and better 
living. Only ELECTRICITY ON THE FARM Magazine offers manufacturers of electrical 
equipment and appliances this specific market of 390,000 farms with electric power — 


plus buying power! 


In addition, key workers in Rural Electrification who are Power Company, REA and 


Agricultural School Agents, read this magazine regularly; and to keep abreast of the latest 
developments in electrical products for farm use, it is also read by more than 8,000 dealers! 
Total circulation is now 400,000 copies. 


ELECTRICITY ON THE FARM Magazine should be the number one medium for any 
manufacturer with a product requiring electric power, who wants fo sell the fertile farm 
field. Write for a sample copy. 


PHE FARM wacazne 


RIFICATION 


YOU MAY BE ABLE TO “BIKE” 
AT 76 MILES AN HOUR*— 


BUT—YO0U CAN'T PROPEL 
YOURSELF INTO WESTERN MICHIGAN 
FASTER THAN WKZO-WJEF! 


WKZO-WJEF wheels you into all of Western Michi- 
gan—and it’s the only two-station combination that 
does! WJEF has Grand Rapids’ best channel--WKZO 
| has Kalamazoo’s .. . both CBS .. . both doing an 
| outstanding local job as well! 


Speaking of local jobs—in just a little more than 
one year of operation, WJEF has been “taken up”, 
with a bang, by its neighbors in Grand Rapids; has 
been cooperating with almost every top-flight local 
service organization, for example, and is now carry- 
... After all, 
WJEF’s thundering 25 millivolts, over the entire city, 
is bound to be heard! 


ing over 50 local service categories. 


As for WKZO—you know the story, and that it’s the 
best story in greater Western Michigan. How about 


looking up our attractive combination rates ... and 
letting your judgment be your guide?! 
*“Motor-paced record set by L. Vanderstuyft, Paris, 1928: 76 miles, 


503 yards! 


FIRST IN 


T IN GRAND RAPIDS 
GREATER WE 


AND KENT COUNTY (CBS) 


Both owned and operated by Fetzer Broadcasting Company 
lewis H. Avery, Inc., Exclesive National Representetives. 
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National Advertising Agency Network Members 
With a $13,200,000* Volume Offer Advertisers 


Kesult 


through @ Widely Varied Experience 


GG @ 


@ Nation-Wide Multiple Market Coverage 
@ Tested Advertising and Merchandising Services 


7... agencies from coast to coast cooperate to give their 
clients better service. While each agency is a local concern, geared 
to give you close personal service, there are twenty-five others who 
“stand by” to give assistance on market surveys, checking, merchan- 


* 
Of the $13,200,000.00 total dising service, expert advice and one hundred thirteen other services 
$9,306,000.00 was put into that are definitely catalogued. 

Space and Time Requests for cooperative service are handled immediately by agency 
executives who know local market conditions. Surveys by NAAN 
Radio ......... . . $1,730,000 members have brought suggestions of great value to their clients — or 
Newspaper ......... 821.000 caution that saved them many dollars of unnecessary expense. Specific 

F M ladies 402.000 examples will be furnished on request. 

arm Magazines ..... . ‘ 

General Magazines 3 320.000 A great pool of valuable experience is available to every member 


of the National Advertising Agency Network, through the constant 


sine: rs... .. . . 2,295,000 , f ; ae 
Business Papers sail exchange of proven ideas and plans. This group of alert advertising 
Transportation and Outdoor 459,000 agencies is constantly searching for newer, better, more scientific 
Miscellaneous... ... . . = 279,000 methods of making advertising and merchandising more valuable to 


their clients. ‘ 


If you are in need of a broader, more comprehensive advertising 


NETWOR* 


NATIONAL ADVE RTISING AGENCY NETWORK .- Oakleigh R. French, Managing Director 
4235 Lindell Blvd., St. Louis 8, Mo. 


service, that should be handled by a local agency with national facili- 


ties, call in your nearest NAAN member. 


Ambro Advertising Agency — Cedar Rapids, lowa Julian Gross Advertising Agency — Hartford, Conn. Fred D. Stevens Company — Utica, N. Y. 

C. Franklin Brown & Company — Chicago, Ill. Hoffman & York— Milwaukee, Wisc. Howard Swink Advertising Agency — Marion, Ohio 
Carter Advertising Agency, Inc. — Kansas City, Mo. Henry J. Kaufman & Associates — Washington, D. C. The Roland G. E. Ullman Organization — 

John Gilbert Craig, Advertising — Wilmington, Del. Merrill Kremer, Inc. — Memphis, Tenn. Philadelphia, Pa. 

Stanley J. Ehlinger Adv. Assoc., Inc. — Tulsa, Okla. J. G. Kuester & Associates — York, Pa. Louis E. Wade, Inc. — Fort Wayne, Ind. 

Albert Evans, Advertising — Fort Worth, Texas Carr Liggett Advertising, Inc. — Cleveland, Ohio Webber Advertising Agency — Grand Rapids, Mich. 
Flack Advertising Agency, Inc. — Syracuse, N. Y. Mace Advertising Agency, Inc. — Peoria, Ill. N. A. Winter Advertising Agency — Des Moines, lowa 
Oakleigh R. French & Associates — St. Louis, Mo. The Purse Company — Chattanooga, Tenn. Witte & Burden — Detroit, Mich. 


Garfield & Guild, Advertising — San Francisco, Calif. Lee Ringer, Advertising — Los Angeles, Calif. 
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Better Promotion, 
Sales Plans Vital, 
Industry Warned 


Atlantic City, N. J.. May 14. — 
Well planned and comprehensive 
sales and promotion programs 
must form the basis for distribu- 
tion of more than $5 billion in in- 
dustrial equipment, members of 
three large industrial machinery 
and supply trade associations were 
told last week. 


At a meeting of the American 
Supply & Machinery Manufactur- 
ers Association held jointly with 
the National and Southern Supply 
& Machinery Distributors associa- 
tions, H. K. Dugdale, executive 
vice-president of VanSant, Dug- 
dale & Co., Baltimore agency, de- 
clared, ‘We are equipped to make 
more than we ever sold and con- 
sumed at any time in the past. 
American business has ahead of 
it the most gigantic selling job in 


pes eae! aot a 
ell aa 


our history.” 

| Warning that 59% of each dis- 
| tribution dollar is being used un- 
scientifically, he pointed out that 
any company without a carefully 
analyzed sales plan and competent 
salesman training would lose 
ground in the ensuing sales period. 


Despite the tremendous volume of | 


unspent dollars, he declared, to 
depend on that alone would invite 
economic destruction from compet- 
ing products which would increase 
in number and type. 

Industry Aims 

Improvements in selling and dis- 
tribution techniques would reduce 
the relative costs, Mr. Dugdale de- 
clared, pointing out that govern- 
ment agencies were scrutinizing 
relative differences in profits in 
handling through brokers, distri- 
butors, jobbers, dealers and the 
ultimate customer. 

The present aim of the industry, 
it was announced, is to increase 
sales 50° and reduce costs of 
distribution by 25%. 


It was also pointed out that tre-| 


/mendous demands for heavy equip- 


ment throughout the world would 
make increased sales and adver- 
tising efficiency profitable for the) 
entire industry. 


G-E Slates Drive 


for Small Radio 


Bridgeport, Conn., May 14.— 
General Electric Company is pro- 
moting sales of a new “self- 
charging” portable radio with 
two-color full-page ads in leading 
business papers, to be followed in 
June by four-color full-page ads 
in Collier’s, Life, Look and The 
Saturday Evening Post, and black- 
and-white pages in Country Gen- 
tleman and Progressive Farmer. 
The product also will be plugged 
three times weekly on G-E’s radio 
“House Party.” 

The portable, G-E’s first postwar | 
radio set, weighs about 20 pounds 
and is powered by a two-volt leak- 
proof storage battery which will 
operate the set for 20 hours on a| 


voit 


single charge. 
charged by plugging it into any AC 
nouse circuit. Two models are be- 
ing offered, at OPA ceiling prices 


of $86.60 and $118.50. The higher-_ 


price model features five short- 


wave bands in addition to standard | 


broadcast tuning. 


G-E claims to be the exclusive’ 
manufacturer of this type of radio, | 


which, it is said, has an efficiency 
formerly found only in larger and 
more expensive console sets. 


Maxon, Inc., is the agency. 


Film Ad Group Elects © 
Rutgers Neilson, publicity man- | 

ager of RKO Radio Pictures, has | 

been elected president of the As- 


sociation of Motion Picture Adver- 
tisers. Others elected are: 
Williams, advertising director, 


' March of Time, vice-president; Ar- 


nold Stolz, advertising and public- 


ity director, PRC Pictures, treas- | 
of 20th | 
Century Fox’s advertising depart- 


urer, and Max Stein, 


ment, secretary. 


The battery is re- 


Phil | 


sidvertising Age, May 20, 1946 
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SATURDAY, MAY 4 : 


Montgomery Wied’ 


FARM AND GARDEN STORE 


A COMPLETE GARDEN DEPARTMENT 
Sere sed Bue Nurvery 

Hand Garden Toole 
‘Wheel Oerden Tools Garden Tractors Garden Hove 


e Perulser e 
Tesectn woes Lawe Fences 
. . 
° A FINE SADDLE SHOP . 
bd irrey Brier Accessories . 
. . 
. POULTRY EQUIPMENT ‘ 
. Baby Chicks e 
. Breeders, Ou and Kiecine Founts and Feede:) . 
be DAIRY EQUIPMENT 
° Cream Seper aro s Milinng Machines Mie Pa 
4 MIR Canes Strainers 
. 
. . 
° IMPLEMENTS FARM EQUIPMENT ; 
‘Tract Tractor plermente Farm Machwery 
Wagon Boxes Farm Trucks and Wagons e 
Light Pie a 
_ A 
Soc Fencing - 
e DELAWARE 008 ¢ 


Mlenlgomery Uard E; 


. 
. $27-529 W. CHICAGO AVE. Phy 
rig (2 deers Hest of one mein Retell Stored , 
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MATERIA PLASTICA 
REALMENTE MODERNA 


I3 


IRROMPIBLE 


GITS | 


"| LINTERNA ELECTRICA 


»)Se 


deo Dis. 1.00 


400 W. Madison St., 


clas, Juegos, 


Reproduction of an 


tising agency for Gits 


Rot 


EFICIENCIA SUPREMA POR LA COM- 
BINACION DE MATERIA PLASTICA Y 


* Funciona Siempre. Una 
“Milla de Luz” 

* Enfocado Previo—Reflector 
Brillante 

* Interruptor Seguro, de Con- 
tacto y Fijo 


* Estuche Transparente e 
lrrompible 

* Temperatura 
Tacto 

* Estuche Aislador de Segu- 

ridad 


colores: rojo, negro, 
kaki, azul o marfil 


Haga sus pedidos a su 
representante local. 


Pabricantes de Linternas de Mano, Navajas, Alcan- 
Placas Protectoras de le 
famose marca Gits. 


Molding Corporation. 


PORTATIL 


METAL 


Uniforme al 


fabrica tambien en 


Chicago 6, Ill., E.U.A. 


» etc. 


Vice President 
Gits Molding Corporation 


“Inquiries | from THE ROTARIAN 
and REVISTA ROTARIA 


are, without exception, 


Says 


“In reviewing our various advertising activities,” writes 
Mr. Cahill, “there has been quite a lot of discussion in 
our organization with reference to the very fine results 
that we have received from our advertising in The 
Rotarian and Revista Rotaria. 


cations.” 


* * * 


of Latin America. 


advertisement from 
Revista Rotarta prepared and placed by 
Merchandising Advertisers, Chicago, adver- 


arian 


35 East Wacker Drive, Chicago 1, Illinois 


iat Bia Aa Cie 


— a 


® 
Revista 


‘Because of the calibre of the men who receive these two 
publications, we consider this advertising as something 
really ‘special’. The numerous inquiries we receive as a 
result of this advertising are, without exception, produc- 
tive of results. 

“If all companies who have merchandise or services for 
sale knew what we know about the results realized from 
advertising in The Rotarian and Revista Rotaria, they 
certainly would force you, somehow or other, to add a 

‘considerable number of pages to your very fine publi- 


The Rotarian reaches key executives (net paid circulation 
now over 217,000) ... men who buy or influence buying 
for their businesses, their homes, and their communities. 

Revista Rotaria, printed in Spanish, has a circulation of 
some 27,000 reaching leading manufacturers, importers, 
distributors, and government officials in the 21 countries 


Interesting facts and figures about these two publica- 
tions and their top ranking executive audiences are avail- 
able for the asking. Just drop us a line . . . no obligation. 


Rotorie 


OPENS NEW STORE—Montgomer, 
Ward used this local newspaper adver- 
tising to publicize the opening of its 
first Chicago farm and garden store. 
The company operates many similar 
stores, although mainly in rural areas. 


Boost ‘Sweetose’ 
for Frozen Foods 


in Biggest Drive 


Decatur, Ill., May 15.—National 
promotion for Sweetose corn syrup 
as a more effective sweetening 
agent particularly adapted to quick- 
frozen foods, will reach its peak 
during May and June in a maga- 
zine-newspaper-radio campaign to 
run for the remainder of the year. 

Nine four-color full-page maga- 
zine ads running in 20 national 
magazines, including American 
Home, Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping, McCall’s and Woman’s 
Home Companion, will appear 62 
times during the year with more 
than one third of the insertions 
in May and June. In addition, copy 
will appear during the year in 
2,200 weekly newspapers and will 
be supported by radio time on 95 
stations. 

Offer Three Types 

Sweetose, offered in three types, 
white, golden and maple, was in- 
troduced in 1938 with no advertis- 
ing support by A. E. Staley Mfg. 
Company, as a 50% more effective 
sweetening agent due to double con- 

| version of cornstarch. Its growing 
popularity led Staley to eliminate 
its older type of syrup during 
| 1943-44, 

Reader surveys of the national 

magazine copy show that 71% of 

/ women have noticed the advertis- 
| ing, while 62% have learned the 
| package identity. 

Hill Blackett & Co., Chicago, is 
the agency. 


PARDON US 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


... or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 
looks to his race press with con- 
fidence and loyalty. Your adver- 
tising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 
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THIS SVORK GOS DOWNS AVE Home DELIVERY CAN BE AS SAFE 
AS HOSPITAL OBSTETRICAL CARE..IF THE COMMUNITY'S CERTIFIED NURSE- 
MIDWIFE 1S IN CHARGE READ ABOUT THIS NEW WAY OF MAKING CHILDBIRTH 


EASIER AND LESS EXPENSIVE IN “BABIES..SPECIAL DELIVERY BY 
HOWARD WHITMAN IN THE MAY ISSUE. 


ane "RADAR'! 


“TO FIND AND MAP 
* Oe INTERESTS..THAT iN 
WHAT THE COMPANIO 
EADER-REPORTER PANEL 


wWwetL 


GEARS EDITORIAL THI 


THAT OFT 
WOMEN W 


INE PUBLISHED 


HE 3,600,000 ALERT 


THEIR MANDS- 


RESPOND SO 
TO THE WAY THE COMPANION 


SERVICES THEIR 
AS 


ee 


IES QUICK RELIEF FOR AMERICA'S 
MOST PRESSING PROBLEM IS ACTUALLY 
AVAILABLE-. ALREADY EASING SHORTAGES 
IN ATLANTA AND OTHER CITIES. 
“HOUSING BEGINS AT HOME” BY MARGOT 
ROBERTS OUTLINES A PRACTICAL 
SOLUTION YOU AND YOUR TOWN CAN USE... 
IN THE MAY COMPANION. 


HAT 00) TWIG SPRIGIS 
yj} FIRST TENDER SHOOTS OF ASPARAGUS, FRESH 

# TANGY MINT, SWEET JUICY STRAWBERRIES... NEW 
TASTE-TEMPTING RECIPES AND MENUS FOR THESE 
= ~ AND A HOST OF OTHER MAY FAVORITES ARE FEATURES 
=, SOF THE COMPANIONS BIG SPRING FOOD SECTION. 


2 


AND DONT MISS ANNE WORMSER'S PIQUANT NEW NOVEL°THE WHITE OLEANDER” 
BEGINNING IN MAY. THE SAME ISSUE IS ALSO CRAMMED WITH OTHER REFRESHING FICTION, 
MANY A USABLE SERVICE FEATURE AND THE YOUNGER SETS JUNIOR COMPANION. 


pe 


THE CROWELL-COLLIER PUBLISHING COMPANY. PUBLISHERS OF WOMAN’S HOME COMPANION, COLLIER'S, THE AMERICAN MAGAZINE 
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Booklet Promotes 
Industrial Sites 


in New Hampshire 


Concord, N. H., May 14.—In- 
dustrial advantages of the Granite 
State are set forth in a new 24- 
page booklet, “A Plant in New 
Hampshire,” which the State Plan- 
ning and Development Commission 
is sending out as part of an ex- 
panded promotional program. 

The booklet is designed primar- 
ily to attract small industries to 
the state. Both it and the current 
advertising campaign, appearing 
in Business Week, Electrical Mer- 
chandising, Newsweek, New York 
Times and Textile World, empha- 
size the “plus in every pay en- 
velope” offered by New Hampshire 
because of better living conditions 
for employes, their opportunities 
for recreation, and chance to own 
their own homes and maintain gar- 
dens. 

The plan for industrial develop- 


;ment of New Hampshire is al- 
|ready paying dividends, according 
,to Gov. Charles M. Dale, who 
pointed out that almost all manu- 
'facturing space has been filled and 
| that several nationally known com- 
'panies have recently purchased 
plant sites for new factories. 


Of 10,000 copies of the booklet 
printed, the commission is sending 
1,000 to a list of prospects and to 
manufacturers who have respond- 
ed to ads already run. The booklet 
employs kodachrome reproductions 
in full color on all four covers and, 
says the commission, also is notable 
because it contains no statistics. 


WCCO Appoints Three 

Harvey Struthers, recently dis- 
charged from the Navy, has re- 
turned to Station WCCO, Minnea- 
polis-St. Paul, as a member of the 
sales staff. Two others to join the 
station are Tom Dawson, sales 
manager, and Bob Smith, member 
of the sales force, both ex-Navy 
men. 


Foreign Trade 
Tips Offered 
in CED Book 


conduct international trade to 
build ultimate prosperity, and of- 
fer good will plus profitable trad- 
‘ing to foreign countries, is set 
forth in a new handbook to be re- 
leased next week, by the Commit- 
tee for Economic Development. 
Wayne C. Taylor, chairman of 
the committee’s international trade 
unit, said that the book presents 
for the first time detailed informa- 
tion based on the experiences of 
such organizations as Bankers As- 
sociation for Foreign Trade, Busi- 
ness Publishers International Cor- 
| poration, Chamber of Commerce of 
the United States, National Asso- 
ciation of Manufacturers, Nation- 
al Foreign Trade Council, Inc., the 


‘Department of Commerce and 
other organizations. 
_ Favorable opportunities in the 


New York, May 15. — How to ithe 


/export field as one phase of inter- 
“national trade were predicted by 
|Mr. Taylor. The sale of some goods 
abroad will be relatively easy, he 
pointed out, due to the fact that 
‘only the U. S. has the material or 
elaborately industrialized 
‘economy for making them. In other 
‘commodities, the U. S. will for 
/some time enjoy the advantage of 
“an industrial strength that is 
| scarcely impaired and in many 
| ways vastly increased. 


The handbook lists ten steps in 
|planning international trade activ- 


ity, including both import and ex- | 


port phases. 

Copies of the “International 
Trade Handbook” are available 
from the Committee for Economic 
'Development, 285 Madison Ave., 
|New York 17, N. Y. 


Goldgar Names Conover | 


Gordon Conover, formerly with 
Young & Rubicam, New York, has 
/been appointed vice-president _in 
charge of client relations of Mike 
'Goldgar Company, New York. 


UNC 
OLS MOVE 


TO OKLAHOMA CITY 
MAY 26-29 


At the invitation of Oklahoma’s Governor, Robert S. Kerr, the 38th An- 
nual Governors Conference opens in Oklahoma City Monday, May 27. 

The chief executives of 47 states and U. S. territories, members of many 
ov their families and some 200 representatives of the press, radio and maga- 


zines will make this first post-war Governors Conference one of the most im- 


portant events in Oklahoma's history. 


Governor Kerr, elected a member of the executive committee of the Con- 
ference at the 1945 meeting at Mackinac Island, Michigan, has also an- 
nounced the acceptance of the three top fighting men of the nation as speak- 


ers and guests of the Conference .. . Generals Eisenhower and Bradley and 


Admiral Nimitz 


The Daily Oklahoman and Times join with all Oklahoma in welcoming 


this distinguished group to the state. 


THE DAILY OKLAHOMAN ¥ OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMERSTOCKMAN + WKY, OKLAHOMA CITY 
KVOR, COLORADO SPRINGS +« KLZ, DENVER (Affil. Mgmt.) +« 
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Magnetic Paper 
Tape Recorder 


Bows at Show 


Chicago, May 15.—Recording of 
junior’s first words may become 
as commonplace as photographing 
his first steps with the new mag- 
netic paper tape to be placed on 
the market soon and demonstrated 
| by the Midwest Research Institute, 
Kansas City, at the national radio 
parts show here this week. 

Dr. G. E. Ziegler, executive 
scientist; Harold Stout, sound re- 
corder group leader, and Jerome 
| Brewer and E. B. Offutt, assistant 
_research physicists, came to Chi- 
_cago to demonstrate the model, 
|which measures 12x22x6 inches on 
a Stewart-Warner cabinet radio. 

The institute has been working 
/on the model since Jan. 1 and prob- 
| ably will reduce the actual product 

to a smaller size. Indiana Steel 
Products Company, Valparaiso, 
_Ind., had been working on mag- 
| netic tape about eight months be- 
fore the innovation was turned over 
to Midwest, according to Mr. Stout, 
| who said the tape lasts indefinitely 
and can be played over any num- 
ber of times. The magnetic tape is 
capable of recording voice, music 
or other sound. 

Patent rights are held exclusive- 
_ly by Indiana Steel, manufacturer 
of magnetic materials. It does not 
_plan to manufacture the recorders, 
| but does intend to sell the tape and 
|materials. No manufacturing li- 
_censes have been granted, it is said. 
| Its backers consider the paper tape 

sound recorder an adaptation for 
-mass use of the principles of the 
_magnetic wire sound recorder. 

| The paper tape records prob- 
ably will sell at one-half to one- 
fourth the cost of disc records. 
| Lengthy broadcasts can be re- 
corded, it is said. The standard 
7-inch diameter 8mm motion pic- 
ture film reel will hold enough 
paper tape for a half hour record- 


BY THE KATZ AGENCY 


|ing, while the 16mm reel will re- 
|cord for an hour. 


Such Edits ‘Steel’ 

| Irwin H. Such, formerly engi- 
/neering editor, has been appointed 
editor of Steel, a Penton publica- 
tion, Cleveland. He has been suc- 
ceeded in his former post by D. 
B. Wilkin. E. L. Shaner, presi- 
dent of Penton, continues as edi- 
| tor-in-chief. 


Joins Douglas Aircratt 

Francis S. Gabreski, top-ranking 
Army Air Corp ace pilot, has 
joined Douglas Aircraft Company, 
Santa Monica, Cal., as assistant 
to Gen. Victor E. Bertrandias, 
ee in charge of foreign 
sales. 


CBS Names Pangborn 

Herbert Pangborn, formerly on 
the engineering staff of Station 
KNX, Los Angeles, has been placed 
in charge of engineering work on 
CBS network television operations 
in southern California, in Los 
Angeles. 


Gets Tobacco Account 

Fleming-Hall Tobacco Company, 
| New York, has appointed Maxon, 
Inc., New York, to handle adver- 
tising and merchandising promo- 
tion for Sano cigarets, cigars and 
smoking tobacco, and Sheffield cig- 
arets. 


s*THERE’S PLENTY OF 
BUSINESS IN 
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This advertisement, 


FRANK A. CONOLLY 


CC We 


ary right through to New Year’s Eve. 


and as shock troop. 


prepared by the Bureau of Advertising, A. 


Merchandising Manager, Oakite Products, Inc. 


feel that a great deal of the success 
result of a consistent partnership betwee 
years newspapers have been the backbon 


peg on which we hang our sales success, 


of packaged household Oakite is the 


n Oakite and newspapers. For many 


‘ampaigns...the 
We use them persistently from Janu- 
as long range guns in our selling artillery 


send in overnight when needed. 99 


e of our advertising « 


s that we can 


N. P. A., is published by The Chicago Sun in the 


interest of all newspapers 
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® selected and trained service station ,the introduction of new products, entitled to attend and to sign u 
Indiana Standard | teams servicing the automobiles of | proposed for sale, and for develop- | his employes for attendance. fos Dallas Boasts Ne 
: = customers under actual working ing better accounting methods and | tual operating personnel of the s : 
Oil Plans Service conditions. With this object in | new products for sale. training centers will be full-time Disdain of Coal ‘Jo 
. 7 ’ mind, each of the special training- After the five “guinea pig” sta- employes under supervision of a/s 
Station Schools center stations has been selected tions have ee rg own | Station manager. Training will be In Eastern Copy in 
Chicago, May 16.—Anticipating with an eye to attracting the larg- classes, within two to three under supervision of a_ special Dallas, Tex., May 15.—With all 
the resumption of normal mer- est number and variety of motor- months, plans for additional train- training representative. All per-| the modesty of a can-can dancer, Ne 
chandising of gasoline and related | ists. Trainees thus will be given ing centers will be completed. This sonnel will be eligible for promo- | Dallas last week adroitly used the ever 
automotive products, five immacu- opportunity to observe the serv- period of time is necessary, Stan- tion within the station or in the| egal crisis to flaunt before the dim- pape 
late midwestern service stations 1g of cars of all classes of cus- dard Oil of Indiana officials said, company’s sales department, and} out stricken cities of Washington, thei 
will shortly begin a carefully co- tomers, including transients as because the permanent personnel those proving most capable will be} New York and Chicago, Dallas’ | SW 
ordinated, on-the-scene course of Well as local residents. of the stations must first attain given the opportunity to go in| freedom from subservience to the Blac 
instruction for dealers and em- . , the perfection and teamwork neces- | business as Standard dealers, if| soft coal industry and its labor lish 
ployes of Standard Oil Company Expect Many Veterans sary to provide “object lesson” | they desire. ; headaches. the 
(Indiana). War veterans are expected to data for trainees. , Thin Rew program, says the com-| Tn full-page copy in te ee h. 
Superior service station service predominate in the classes at first. The company is careful to point pany, results from requests of | York Times May 11, Dallas tri- oe 
is the goal of this program, which At the Chicago service station, for Out that it has not operated serv- dealers over a period of years. It) umphantly recounted its blessings the 
will be expanded to include per- example, all ten of the permanent, ice stations for ten years, and that combines the thinking of Standard under the headline “By the grace oe 
haps 100 such training centers full-time employes are ex-service- its policy in this regard remains Oil representatives and Standard | of God, geography and lots of nat- rw 
throughout the 15 North Central men, including the manager and unchanged with the exception of | dealers in sales fields throughout | ural gas....Our personal affairs of 
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states. The first of these training assistant. They will operate as a the training centers. Where exist- the Midwest. _and economic welfare are not de- pe 
centers in Chicago has just been team, demonstrating to veterans ing stations are — = _ or = on oe ye toon jer 
opened at 71st St. and Coles Ave. and others among Standard Oil of training purposes, other favorable repared for the amber 0 
Others are located in Kansas City, Indiana’s ines and their em- locations are found for dealers Farber Names Posner Commerce by Herbert Rogers & er 
St. Paul, Detroit and Milwaukee. ployes the company’s new tech- thus displaced. S. W. Farber, Inc., Brooklyn,|Co., the ad disavowed any inten- a 
Training will include instruc- nique of sales solicitation, new. Will Reward Efforts poses pte Bg gene Pagan gr tion of gloating, extended “sin- pon 
tional films and discussion periods services and standard operating trical anelbanens has named Pos-|‘°*"° sympathy” to the stricken the 
in regular classrooms, as well as procedures. The stations will also Any operator of a Standard Oil | ner Advertising Agency, New| 27¢as- But Dallas did not pass up I 
on-the-spot observation of specially serve as laboratories for testing} of Indiana service station will be | York, to handle its account. a chance to point out to dimmed- pre 
out easterners that “we can ap- 
preciate their plight though we’ve _— 


never had such an experience.” 

The copy appeared in the Sun- 
day Washington Post, May 12, 
and also in the Chicago Journal 
of Commerce and the Wall Street 
Journal of May 14. 


N KW VOICE for Aviation in 


New Orleans—Air Hub of the Americas 


So timely was Dallas’ boast that has 
United Press carried the story last | inet 


week. 
Cost of the entire promotion was 
estimated at about $5,000. 


Company Raps 
John Lewis; But 
Which Company? 


Chicago, May 13.—At least one 


sat Orleans has one ane SELBY Ir p | Chicago company became so fed up 
ent ar , the b, Pore t * * 
bering the heavy artitae beanshooter it for aviation de.|o4it,t%8* our airports, tect an with John L. Lewis and labor lead- 


er, instea ; 
Pinion of b — d of unlim. Pelitive,” he 4, mPletely com 


ers generally, that it took 525 lines 
in today’s Chicago Daily News to 


~| Rapier Said he th, 


r advertj jent ciy J 
meetin air routes ; ise 1€ organizat 

Beograph : han just With airlin con Ss into th . ed sub tations hay * ; ; , 
= a scutlted action by of on thelt problems.” '* ®¥Culives  °7eunction with New Orie’, i should terial Power. and probably reprint an editorial from the Chi- 
a eoF® 4 \ ne ons to ob Vie Organiza-| ably e€ committ M commerc, houl instead es : 
ONE, seth, 108 sting FU airports code mere airlines and pon dah done “al the mere -lcoming ecb, not only thie more actin’ an become vastiy cago Journal of Commerce casti- 

leans appears to ize New Or. . e done in the jae ut of flyin h | * Re declared. ; ; 
bors be the of “We are gettin Past ng here.” | ating Lewis and labor, and call- 

Too m Sreatest every card in Py Fa UP to play 4d otherw f & & y 


e 
Willing tolderita (Me, aithines we 2 
ee = an 
SERIES SP RE a - d the commit 
Sc Re ates 


a any groups 
~. Point with Prid r 

le a 
=~, “Ments, rather hn a, 


ing for drastic labor legislation. 
Significant was the fact that the 
company’s anger has not yet 
reached a point where the firm will 
allow its name to be printed. All 
the Daily News knows is that the 
Journal of Commerce placed the 
copy, and the Journal of Commerce 
declared gravely that the company 
sponsoring the ad did not wish to t 


STIMULATING plans and developments— 
FURTHERING New Orleans’ air potentials— 


° ° ° have its name mentioned. of 

ENCOURAGING veteran pilots and new flying enthusiasts Unleon Jobe L. Lewis to 6 better 
|guesser than AA, he can shadow oa 

_box with anonymity. ‘ 
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La 

Offers Export Advice ing 

Westinghouse Electric Interna- 

tional Company, New York, is of- me 

fering a free advisory service to Ur 

American manufacturers expect- is 

ing to establish or expand their de 

operations ents In sales wee a 

. P F ings throughout the country, West- ri 

New Moisant International Airport of New Orleans inghouse will illustrate the opera- pa 
ae ‘ . tions of its Westinghouse Electric yo 

Largest commercial airport in the United States. Cost, ap- International Company and show pe 
proximately $5,000,000. An additional $4,000,000 available for how these operations can be used at 
the construction of permanent facilities. Contains 1360 acres. in assisting other manufacturers. “ 
Principal runway 7000 feet long with ample room for extension. z 
Le 
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NEW ORLEANS : 


Your New 


Selling Foree 


in New Orleans 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Largest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


“T hose 


you advertised over 
|WFDF Flint are such a perfect fit— 
|I do hope you can get them off so I 
|can take them with me.” 


shoes 


SAWYER-FERGUSON-WALKER CO., NATIONAL REPRESENTATIVES 
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Newspapers Are 
‘Journals of Soul’ 


in Poet's Book 


New York, May 15.—What- 
ever disgruntled complaints news- 
papers may have to digest during 
their days’ business, they can find 
sweet if emotional solace in John 
Black’s “Song of the Press” pub- 
lished in his latest book, “Release 
the Lark.” 

Singing lyrically and nostal- 
gically of newspapers throughout 
the country, Mr. Black, in his 
poem, presumably longs for the 
days when he was literary editor 
of the Brooklyn Daily Eagle. It 
is possible that his vociferous nos- 
talgia may surprise some of the 
editorial workers of the press into 
forgetting their current troubles. 
Inasmuch as the advertising de- 
partments are not mentioned, they, 
apparently must get along the best 
they can. 

Mr. Black is the author of two 
previous books of verse, “Songs of 


Norte’s Juan Cabrera, 
Circulation Manager 


has directed the circulation of this original 
international consumer magazine since its 
maiden issue. 


NORTE's circulation is an amazing story 
of consistent growth. Beginning with a 2 
run in October 1940, it now exceeds 100,000 
copies—the limit under present paper and 
printing conditions. 

Spot checks show that copies sell out 
within 3 days on nearly every newsstand in 
Latin America and distributors are increas- 
ing their orders at a rate far surpassing 
our present press capacity. 

Including copies lost or damaged in ship- 
ment, unsold copies are under 4%. Terms of 
payment are more stringent than in the 
United States yet each distributor account 
is current or amply covered by an advance 
deposit. 

The selling price of NORTE in most coun- 
tries is the equivalent of ten cents. Con- 
sidering its size, coated stock, color 
reproductions, original art, photographic 
and editorial content, it is not difficult to 
understand why NORTE—a class magazine 
at a mass price—has such popularity. 

NORTE's ultimate circulation is a matter 
everyone attempts to guess. People debate 
whether the present 100,000 net paid circu- 
lation will level off at 300,000 or 400,000 or 
500,000. Despite exhaustive studies even we 
can only make estimates. But it is safe to 
venture this far out on a limb: NORTE's cir- 
culation will reach 200,000 by mid-year 1947, 
will cross the 300,000 mark during 1948. 


SEND FOR COMPLIMENTARY COPY 


f= — == PLEASE PRINT*s = == oy 


NAME I 


TITLE 
COMPANY. 
ADDRESS. 


NORT 


THE ORIGINAL INTERNATIONAL CONSUMER 
(PRONOUNCED “‘NOR-TAY"” MEANING NORTH 
101 FIFTH AVE., NEW YORK 3, W. ¥. 


MYRON ZOBEL, PUBLISHER 
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the World’s Fair” and “Marjorie 
Black & Other Poems.” 

A native of Scotland, he is the 
son of another John Black, Scot- 
tish poet of the Victorian era. 
Publisher of his new book is the 
Fine Editions Press, New York. 


Commerce Sees 
July Paper Crisis 


: Washington, May 15.—The boom 
in magazine advertising was men- 
tioned by the Commerce Depart- 


ment today as one of the chief rea- 
sons for continuing shortage of 
printing papers at a time when 
production of paper is 30% above 
the same period of last year. 

Although the supply of fine pa- 
per seems more adequate, Com- 
merce said in its monthly pulp and 
paper report, there is no change in 
market tenseness, and the gap be- 
tween supply and demand seems 
to be growing. 

In spite of the rapid develop- 
ment of radio in advertising and 


its competitive effect in the field, 


magazine lineage has ranged up to 
levels and peaks far in excess of 
any former record, Commerce said. 


Expects July Crisis 


“This advertising splurge, which 
embraces all publication fields and 
commercial printing as well, is de- 
manding record amounts of paper 
for the time being, but demands 
for other purposes are practically 
as heavy. 

“The combined aggregate of all 
these demands have peaked up a 


current demand which is beyond 


9A 


the industry’s productive ability. 
Time alone can tell whether or not 
these high levels of printing re- 
quirements are a permanent fea- 
ture of the postwar economy.” 

Since production increases dur- 
ing January and February re- 
flected imports of pulp from over- 
seas, Commerce feels that a crisis 
will impend about July 1 unless 
imports are resumed at the end of 
the “freeze-up season,” with Swed- 
ish shippers demanding new price 
increases the future of imports is 
unsettled at the moment. 


When the waters 


method indicated 


Occasionally the aggressive and forceful manage- 
ment of American Acme is lacking somewhat in the 
precious quality of restraint. 


roughen, however, the storm can 


be calmed (quickly and absolutely) by the positive 


above. This method has its roots 


in Authority, based-on-fact. 


BUSINESS 
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It's another reason why men of management across 
the nation vote Business Week the “most useful 


magazine” of all. 
It may settle arguments only 


occasionally, but it 


settles minds all the time... settles them on matters 
of business planning, settles them to problems of 
business buying. And that’s why nearly all readers, 
writers, and advertising-men agree: 


Wherever you find it, you find a management-man...well informed. 
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Hawaiians See Record 
Postwar Tourist Trade 


Air, Steamship 
Lines to Compete; 
Bureau Restored 


Honolulu, May 15.—Fith daily 
clipper service already inaugu- 
rated between San Francisco, Los 
Angeles and Honolulu, the Ha- 
waiian Islands see their greatest 
tourist trade in the years just 
ahead. The number of visitors is 
expected to more than double that 
of prewar days, when 50,000 peo- 
ple spent more than $20,000,000 in 
the islands each year. 

Pan American World Airways 
launched its daily clipper service 
March 15 between the West Coast 
cities and Honolulu, with 44-pas- 
senger land planes covering the 
2,400 miles in less than 10 hours. 
At the same time, plane fares 
were trimmed from $278 to $195. 

In November, Pan American 
will inaugurate new double-decker 
80-passenger clippers on this over- 
ocean flight, dropping the flying 
time to eight and one-half hours 
and reducing fares again. By next 
spring, Pan American plans to re- 
sume its trans-Pacific run to the 
Orient, and other competing air- 
lines have applied to the Civil 
Aeronautics Board for licenses to 
operate through Hawaii from the 
West Coast. 


Steamers Being Readied 


Expanding air travel will be 
augmented by the steamship lines, 
which intend to offer the traveler 
better service than ever before. 
The “Matsonia” has been re- 
vamped, following its wartime 
service, and put back into action 
while its owner, the Matson Navi- 
gation Company, is reconditioning 
three other ships— the “Lurline,” 
“Monterey” and “Mariposa.” These 
should be making their regular 
runs again by next December. 


If you sell 
TOBACCO 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 


million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


i 
WIBW 


"Ne Nice of Hamdan’ 


Topeka... Kansas 


The American President Lines 
expects to have four large liners 
operating in trans-Pacific service 
by September, plying from the 
West Coast to the Orient by way 
of Honolulu. As a stop-gap meas- 
ure, it plans to operate two con- 
verted Navy troopships in regular 
passenger service. 

The Naval Air Transport Serv- 
ice’s JRMI, the “Marshall Mars,” 
successfully completed its first 
Alameda-to-Hawaii trip March 3, 
and plans call for regular flights 
from the mainland to Manila via 
Honolulu, Majuro and Saipan. 
Cargo hatches of the “Marshall 
Mars” can take 20-ton tanks, and 
the ship can carry 133 fully- 
equipped troops. 


The Hawaii Visitors Bureau, 


founded in 1902 as the Hawaii 
Promotion Committee, folded up 
during the war, suspending all op- 
erations. Now, an executive sec- 
retary has been employed and a 
peacetime program developed, 
looking toward a vigorous promo- 
tion of travel to the islands when 
transportation and tourist facili- 
ties are available. 

Included in the bureau’s plans 
are maps, booklets, stories, photo- 
graphs and a 2,500-foot Koda- 
chrome movie of Hawaiian attrac- 
tions for distribution to travel or- 
ganizations. The bureau also has 
started publication of a monthly 
travel bulletin, “Hawaii Tourfax,” 
to send to travel groups through- 
out the world. 


Hotel Being Repaired 


Bureau members are making a 
study of postwar tourist needs and 
facilities throughout the islands. 

The Royal Hawaiian Hotel here, 
taken over by the Navy early in 
1942 for use as a rest and recrea- 
tion center, has been returned to 


the Matson Navigation Company 
and is now undergoing extensive 
repairs. The work is to be com- 
pleted this fall. 

Sugar, pineapple and tourists 
represent the top three industries 
in Hawaii. Production of cane 
sugar is by far the most important 
of the three, for Hawaii grows 
more than 3% of the world’s pro- 
duction of cane and beet sugar. 
Other products shipped out of the 
islands include tallow, fish, cattle 
hides, beeswax, macadamia nuts, 
molasses, honey, wool, paper, citric 
acid and “pineapple alcohol.” 

Canec is the trade name of the 
island-produced wall board, which 
has performed valuable service as 
a substitute for critical mainland 
building material. Hawaiian Cane 
Products Ltd., manufacturer of the 
cane fiber insulation, turned out 
78,000,000 square feet of board in 
1945, valued at $2,000,000. 


Entered Duty Free 


Hawaii’s budding sugar industry 
received its first real stimulus from 
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an American firm, Ladd & Co., in 
1835 when it obtained a grant 
from the king and set up a small 
plantation. In 1875 a reciprocal 
treaty was negotiated between the 
United States and the kingdom, 
allowing entry of Hawaiian sugar 
into America free of duty. 

Twelve years after that agree- 
ment, the islands exported more 
than 100,000 tons of sugar and the 
industry has progressed steadily 
since Hawaii was annexed to the 
U. S. in 1898. Production soared 
from 277 tons in 1856 to more 
than 1,000,000 tons in 1932. Since 
1940 there have been sharp drops 
each year because of lands needed 
for military use and enforced re- 
tirement of fields under cultiva- 
tion because of lack of manpower 
to plant, cultivate and harvest 
them. 

Hawaii’s sugar is refined in San 
Francisco, except for one small 
refinery at Aiea, Oahu, maintained 
purely for local consumption. All 
sugar plantations own and operate 
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e San Francisco firm, California 
waiian Refining Company. 
Pineapple—the island’s second 
ost important industry—got its 
in 1892 when canning was 
mmenced at a small cannery 
ar Waipaha, Oahu. Production 
ounted rapidly from a few hun- 
ed cases in 1903 to more than 
000,000 cases in 1930, and 
nned pineapple juice became a 
ecessful addition to the line. 
rom the islands comes 80% of the 
orld’s pineapple crop, valued an- 
ually at $52,000,000. During the 
ak of the season, 34,000 workers 
re employed. 

Hawaii’s military role has 
ndergone a striking change since 
he days of the Japs’ sneak at- 
ck, and these islands today pro- 
ide our army with training areas 
n which can be imitated prac- 
ically every combat condition to 
found in the Pacific theater. 
The number of Army personnel 
n the Hawaiian area averaged 
ver 135,000 during 1945, with the 
tal military payroll above $109,- 


000,000. The average number of 
civilian employes of the War De- 
partment was 26,668 and the gross 
annual pay for these workers was 
$72,186,508. Local purchases by 
the Army Exchange Service 
amounted to $5,322,780. Total local 
expenditures of the Army during 
1945 were estimated to be $221,- 
027,000. The Army issued 2,945 
work permits to its military per- 
sonnel in 1945, helping alleviate 
the acute labor shortage in the 
territory. 


Navy Spending Heavy 


Naval personnel in the district 
during 1945 averaged 76,700 offi- 
cers, enlisted personnel and civil- 
ian employes. Estimated expen- 
ditures of the district disbursing 
office at Navy Yard for the cal- 
endar year were $148,000,000. A 
total of $215,000,000 was paid 
naval personnel in the Hawaiian 
area during 1945, and about half, 
or $107,000,000, was spent in this 
area. At the same time, an esti- 
mated $36,000,000 was spent in 


Hawaii by fleet purchasing units 
for provisions, stores and miscella- 
neous supplies, 

Roll call of the Army and Navy 
ran to 350,000 on V-J Day, com- 
pared with about 100,000 now. 
The shipyard here hopes to keep 
its personnel up to 12,500 until 
after the atomic bomb tests are 
concluded next year, compared 
with a peacetime figure of 5,000. 
Civilian personnel sign for 18 
months’ service, and benefit by a 
25% pay preferential. 

Hawaii’s population gained 
more than 14% in the 1930-40 
period, from 368,336 to 423,330, 
and in July, 1945, was estimatea 
at 502,122, not including the 
armed forces, a gain of almost 
19% during the war period. 

The Honolulu Star-Bulletin and 
Advertiser have found a ready 
use for 90,000 tons of newsprint 
the government earmarked but 
couldn’t use for its own Pacific 
publications for servicemen. 

The Advertiser has added an 


afternoon and evening edition, ef- 


fective March 11, to its current 
two morning editions. 

During the war, the Advertiser 
produced 15 publications for the 
armed forces, including Stars and 
Stripes and Yank, with a weekly 
circulation of 1,800,000. The Hilo 
Tribune-Herald is operated by the 
Star-Bulletin. 

The Advertiser also owns and 
operates KGU, 2,500-watt Hono- 
lulu station which operates full 
time on 760 kilocycles. Another 
key Honolulu station is KGMB, 
which heads a three-station net- 
Nork that includes KHBC, Hilo, 
and KTOH, Lihue, Kauai. KGMB 
is licensed to Hawaiian Broadcast- 
ing System. Consolidated Amuse- 


ment Corporation is the principal 
owner, with the Honolulu Star- 
Bulletin a part owner. It operates 


on 5 kw unlimited, on 590 ke. 
KHON, Honolulu, 


ber, 
building and buy equipment. 
Ralph M. Fitkin is president and 
49.99% stock owner of the firm, 


and higher! IDEAL is goin’ places! So contact 
your nearest IDEAL ad-man, pick yourself a seat 


and ride right along . . . with IDEAL! 


deal is one TH move | 


The nF walt 


She’s been ridin’ high, this eye-ful! And so has IDEAL—the one to 


women’s magazine field! IDEAL’S Movzes, Movie Life, Movie Stars Parade and 
Personal Romances brought America’s women a brand-new kind of reading. And 
the response has been terrific! In eight years—two million circulation . . . every 
issue thousands more! That’s why more and more new advertisers want more 


and more IDEAL space . . . that’s why advertising lineage is rocketing higher 


watch as the goingest, growingest, up-and-comingest group in the 
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granted a 
construction permit last Novem- 
is getting set to erect its 


11A 


Ahoha Broadcasting Company. 
Webley Edwards is executive vice- 
president and manager of KHON, 
which will be affiliated with ABC. 
Island Broadcasting Company, 
Honolulu, also seeks a construc- 
tion permit for a new station, as 
does Pacific Frontier Broadcasting 
Company, also of Honolulu. An- 
other new station is sought at 
Wailuku, on the island of Maui, 
by the Maui Publishing Company, 
which publishes the Maui News. 
J. Walter Cameron is president of 
the company. 


Contrary to our 
original plans, 
advertising in the 
first three issues of 


cannot be accepted. 


The cause is conflict with 
distribution-schedule con- 
tracts. We sold a limited 
volume of advertising for 
these editions. But some 
advertisers were unable to 
prepare copy in the lim- 


ited time allotted to them. 


Fortunately, advertisers 
who were ready were sym- 
pathetic toward this prob- 
lem. They agreed to defer 
their starting date, too. 


For that, our apologies 
and our thanks. Their posi- 
tions meantime will be pro- 
tected. And they will be 
offered an advantageous 
rate alternative. 


The earliest possible 
issue in which any adver- 
tising now may be ac- 
cepted for 


is October, 1946. 


Meantime we are pro- 
ceeding with our original 
schedule of publishing for 
July, August and Septem- 
ber — without advertising. 


will be on the newsstands June 4. 


WATCH FOR IT! 


JACOBS 


SPORTS MAGAZINES 
343 South Dearborn, Chicago 4, Illinois 
Publishers of 


AMERICAN LAWN TENNIS © AIM SPORTFOLIO 
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Ads Bring Those 
Tourists, Warns 


Texas Lawmaker 


Florida Campaign 
to Use Newspapers 
and Spot Radio 


Austin, Tex., May 15.—Texas 
wants tourists and their vacation 
dollars, but does nothing to at- 
tract them while other states are 
spending huge sums to advertise 
their attractions, Texas Rep. 
Arthur Cato said here in criti- 
cizing the legislature. 

Representative Cato pointed out 
that the last session of the legis- 
lature failed to submit a proposed 
constitutional amendment to the 
voters which would have enabled 
the lawmakers to appropriate ad- 


vertising funds. The state, he said, 
should promote its myriad of tour- 
ist, industrial and agricultural ad- 
vantages. 

Florida, already “a tourist mec- 
ca,” is going to invest $1,000,000 
in advertising, he said, and “prac- 
tically all states except Texas did 
appropriate large amounts for ad- 
vertising. Some of them are prac- 
tically newcomers in the busi- 
ness.” 

Texas and seven other states— 
Alabama, California, Delaware, 
Georgia, Montana, Nebraska and 
North Dakota—are the only ones 
which have no current ad plans. 
The other 40 intend to spend al- 
most $9,000,000 on advertising and 
promotion (AA, April 29). 

The Alabama State Planning 
Board holds an annual contract 
with the Alabama State Chamber 
of Commerce for certain services, 
which may include advertising. 
There are no 1946 plans, however, 
for advertising or publicity. 

Georgia is holding back, adver- 
tisingwise, until tourist facilities 
are considered more adequate. The 


43 legislature created an Agricul- 
tural and Industrial Development 
Board, with an industry panel to 
promote establishment of home- 
owned industries and attract out- 
of-state firms; and a trade, com- 
merce and business panel to 
promote a comprehensive tourist 
program. The latter group plans to 
seek ad funds as soon as tourist 
facilities are readied. 


Private Agency Advertises 


Montana’s State Highway Com- 
mission, which launched its tour- 
ist promotion activities in 1936, 
has not decided on its postwar 
plan of action. However, Mon- 
tanans, Inc., a private agency set 
up in 1931, has $30,000 available 
for the 1945-47 period which it 
will use in newspapers and maga- 
zines to attract industry and tour- 
ists. 

The °45 legislature in Nebraska 
passed a law setting up an in- 
dustrial development department, 
which could have employed adver- 
tising, but the statute was thrown 
out later by the state supreme 


CHICAGO ° DETROIT 


P \\ 


hetlly ~ masters of prectston 
tn fine electrotypes 


Accuracy to the Nth degree is sometimes near enough in 
today’s rush for accomplishment, but here at Reilly, our 
organization knows but one standard—absolute accuracy 
—and that’s just what you receive in a Reilly electrotype. 

Perhaps you are a Reilly customer—have used hundreds, 
or thousands of our electrotypes. If so, you know that 
the Reilly name is your guarantee of perfection in every 
plate. If you have not experienced the satisfaction that 
comes from knowing that your electrotyping is in the 
hands of America’s most competent electrotypers, we 


would welcome the opportunity of proving our point. 
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ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 
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court. Nebraska has no plans for 
advertising this year, but the effort 
may be renewed later. 


Fargo Group Active 


Although the state itself does 
not advertise, the Greater North 
Dakota Association, Fargo, has 
been functioning since 1925. This 
group, with $50,000 available an- 
nually, seeks to attract industry, 
tourists, residents and markets for 
the state’s agricultural goods, and 
sponsors an agricultural and farm 
development program. It uses 
magazines, newspapers, radio and 
direct mail. Main items in the ’46 
campaign are the Missouri River 
development program, a highway 
improvement plan, and lignite coal 
development projects. 

Texas’ constitution forbids the 
spending of state funds for adver- 
tising, but several privately-fi- 
nanced groups publicize the state, 
such as the Gateway Club of El 
Paso County. San Antonio is said 
to spend $100,000 a year in luring 
tourists, farmers and _ investors, 
using magazines, newspapers and 
an illustrated booklet, “Pictur- 
esque San Antonio.” A _ limited 
amount of publicity is handled by 
the Postwar Economic Planning 


Commission, authorized by the 
legislature in 1943. 
Maryland’s advertising efforts 


are limited to the $5,000 put up 
by Baltimore and spent by the 
Tourist Development Bureau—a 
unit of the Baltimore Association 
of Commerce—in promoting the 
tourist trade in Baltimore and the 
state as a whole. The bureau was 
suspended during the war, but op- 
erations are to be resumed as soon 
as conditions warrant, with the 
association providing additional 
funds to supplement those supplied 
by the city itself. 

Michigan has no funds for in- 
dustrial advertising, but the Mich- 
igan Planning Commission has 


Advertising Age, May 20, 1946 


encouraged more than 200 local 
and regional planning agencies to 
inventory industrial, agricultural 
and tourist opportunities and to 
cooperate with chambers of com- 
merce and businessmen’s groups 
in promoting their advantages. 
Some cities offer tax concessions, 
plant sites and plant facilities. 


Started in 1911 


Vermont, which claims to have 
launched the country’s first state 
promotional campaign back in 
1911, when a State Bureau of In- 
formation was set up, last year 
established a Publicity Service, in- 
tegrated with the Development 
Commission. Its funds amount to 
$55,000 annually, and its job is 
to win more tourists, build mar- 
kets for Vermont’s farm products, 
and attract industries. 


FLORIDA ADS SET FOR 
NEWSPAPERS, RADIO 

Tallahassee, Fla., May 15.—Flor- 
ida’s summer attractions will be 
publicized via a series of adver- 
tisements in 52 metropolitan news- 
papers during May, June and July, 
according to Roy C. Beckman, di- 
rector of the State Advertising 
Commission. 

The copy, to appear in dailies of 
eight northern and eight southern 
states, will be augmented by 312 
spot broadcasts over radio sta- 
tions in Atlanta, Nashville, New 


Orleans, Charlotte, Louisville and, 


Birmingham. 

The advertisements will con- 
tinue the commission’s theme of 
“This is Florida—And so is This,” 
by which attention is called to 
agricultural and industrial advan- 
tages as well as recreational at- 
tractions. 

The commission has received 
nearly 30,000 inquiries from its 
out-of-state advertisements since 
it started operating last year, Mr. 
Beckman said. 


FACTS! 


An “A" Schedule Markel! 


More factories are moving in 
. . new industries . . . plus 

accelerated expansion of 

established industries. 


Chamber of Commerce reports 


largest payroll period in his- 
= of tng city. Retail Sales at 
es today for portfolio 


**Manchester, Your Tet C City.” 


Manchester Oni ae the 
State’s Metropolitan da: * 
mm Tw over 43,000 J. I 


State. Read by one-in-every-three families in New Hampshire . . 
than 68% of the families in the Six County Primary Trading Zones. Few 
national Metropolitan dailies can match 
the proven claim of the Union-Leader 
.. . that it truly “Covers-the-State.” 


the IANCHESTER 
Whion-bEADER 


MANCHESTER, NEW HAMPSHIRE 


STATE C()VERAGE 
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Ectipsing all other New Hampshire papers in circulation, the 
Manchester Union-Leader sheds its influence over the entire State. With 
news written the way New Hampshire people like it, on subjects close to 
their lives, the Union-Leader is the most widely read newspaper in the 


. by more 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPANY 
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Holiday ga Acie 


ters with 15 cents each for a “HOLIDAY Trip Planner.” 
An advertiser displaying a woman’s dress had unprecedented 


Reports from advertisers on the first issues of HOLIDAY 
show remarkable readership .. . and some extraordinary re- 
sults. “Several times as many” ... “nothing like it in 17 
years’ experience.” 

Others are equally enthusiastic ... “amazed at response 
and character of inquiries” ... “new low cost per inquiry 
in our advertising experience” . . . “letters far above average.” 


A paragraph in an editorial brought more than 2200 let- your advertising? 


The Holiday mood is a Spending mood 


rs 
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EASTMAN. SCOTT 


& Company @ Advertising 


WENTY-SIX THIRL STREET, N.B., ATLANTA, GEORGIA 
teeta Merch 26, 1946 
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A CURTIS PUBLICATION 


id 
* i 
4 fe ie 
& / d ¢| Y INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


inquiries from stores and individuals. 

First reports ... but they demonstrate that HOLIDAY 
stimulates to ACTION. . . that HOLIDAY is read thoroughly 
by up-and-coming people in a spending mood. 

Isn’t that the kind of audience you would like to reach with 


ADVERTISERS TELL US— 


“Your HOLIDAY has been a happy one for us at 
the Brighton ... within 24 hours after HOLI- 
DAY’s first appearance, we were receiving res- 
ervations by phone and letter, specifically men- 
tioning our ad in your wonderful magazine, and 
still the reservations come.” 
—from Joseph B. Simon—president, 
The Brighton, Atlantic City 


“We have also noted a certain number of in- 
quiries from dealers attributable to copy in this 
issue, which is rather unusual.” 


—from D. S. Coughlin—sales manager, 
The Shelby Cycle Company 


“In our opinion, the responsiveness of HOLI- 
DAY’s market must have been largely respon- 
sible for the unusual returns.” 


—from E. Gerry Eastman— 
Eastman, Scott & Co., Advertising, Atlanta 


“We have received a larger return from this ad 
than from any advertising we have ever carried.” 


—from H. P. Lyle—general passenger agent, 
Greene Line Steamers, Inc. 


“In just three weeks from the date your first 
issue reached the public, we received several 
times as many inquiries, from our advertisement 
in HOLIDAY, as we did from our space in any 
one of several other magazines used at the 


bf ” 
same time. —from Verne E. Joslin, Director, 


Minnesota State Tourist Bureau 


“The direct consumer response was far beyond 
my greatest expectation. From all over the coun- 
try women wanted to know where they could 
buy the dress ‘as seen in HOLIDAY’.” 

—from Helen Ross—Peerless Tailored Dresses 
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Demonstrators at Your Service 
When you want them...where you want them 


Advertisers know the effec- 
tiveness of demonstrations 
to introduce a new product 
or stimulate sales for an 
established one. The dem- 
onstration facilities of the 


A. D. of A. are yours to use 
at any time, at any place in 
one market or a hundred. 
Call or write for a repre- 
sentative. Nationwide and 
Canadian facilities. 


DA & 


Advertising Distributors of America 


NEW YORK: 400 Madison Avenue ST. LOUIS: 101 North Ninth Street 
CHICAGO: 20 East 8th Street TORONTO: 1162 Dundas Street W. 


‘Triton’ Booms: 


Union Oil Plans 
fo Double Output 


Los Angeles, May 15.—Demand 
for Triton, Union Oil Company’s 
six-month motor oil, has made 
such spectacular gains that the 
company is currently planning a 
new $10,000,000 plant to double 
production of the new motor oil. 

With only 11% of the retail 
business in its eight-state Pacific 
Coast marketing area, Union Oil 
early this year began a campaign 
which has successfully thrown a 
monkey wrench into one of the 
industry’s oldest set of advertising 
wheels, 
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Now! anew oil 
you change only 


ra union os | = 


- COMPany | pe 


CHANGE OIL IN SIX MONTHS—is the new theme of Union Oil Company's 
copy in 8 west coast states for ‘Triton’ 


motor oil. Foote, Cone & Belding, Los 
the agency. 


Using newspaper color adver- 
tisements every other week, radio 
time on two Pacific Coast net- 


works (CBS and Don Lee-Mu- 
tual), outdoor advertising and on- 
station displays, Union has been 


So that people of other lands may “... see life... 
see the world . . . eyewitness great events...” a new 
edition of LIFE will begin July 22, 1946. 


LIFE INTERNATIONAL will be a fortnightly printed in 
the U.S. It will consist of a selection of editorial 
material from the preceding two issues of LIFE. 


LIFE INTERNATIONAL will be published in English, 
now the international language. Combined with the 
universal language of pictures, LIFE INTERNA- 
TIONAL will appeal to readers of all races and creeds. 


LIFE INTERNATIONAL, by subscription, will be $4.50 
to $6.00 a year. On world newsstands, 20-25¢ a 
copy. It will thus present, wherever it circulates, 


pictorial news as seen through American eyes to 
world-minded men, women, and young people. 


LIFE INTERNATIONAL will go to most parts of the 
world except the U.S., Canada, Alaska, and Hawaii. 
Its advertising pages, therefore, will be offered 
separately from LIFE as a service to foreign traders. 

e 


LIFE enters the export field confident that it can 
contribute to a better understanding by world citi- 
zens of American activities and opinions. In so 
doing, LIFE believes it will be able to further U.S. 
export trade by providing a show window for Amer- 
ican manufacturers to display their products to ex- 
panding markets along the highways of global 
commerce and communications. 


TIME-LIFE 2imational 


9 Rockefeller Plaza, New York 20, N.Y. 


telling the public that motor oil 
could be driven without change 
for an unprecedented six-month 
period. 

Developed during the war for 
military use, Triton represents one 
of Union Oil’s major hopes to grab 
a greater share of retail business 
in the West Coast area. Ads em- 
phasize that Triton is offered at 
no increase in price. 

For three of the war years Union 
Oil preached competition and free 
enterprise as one cure to U. S. 
economic ailments, then this year 
opened up on the industry’s maxim 
that oil should be changed every 
1,000 miles. Its copy queries, 
“Have you tried this new oil you 
change only two times a year?” 
and “Can you drive until Novem- 
ber without changing your oil?” 

Union Oil’s interest in competi- 
tion is apparently not shared by 
other major oil companies which, 
despite their discomfiture at see- 
ing an old practice assailed, have 
as yet made no reference to 
Triton’s advertising claims. 

Foote, Cone & Belding, Los An- 
geles, is the agency. 


Elects Rutgers Neilson 


The Associated Motion Picture 
Advertisers, New York, has elected 
the following officers: President, 
Rutgers Neilson, publicity man- 
ager of RKO Radio Pictures; vice- 
president, Phil Williams advertis- 
ing director, March of Time; treas- 
urer, Arnold Stolz, advertising and 
publicity director, PRC Pictures, 
and secretary, Max Stein, Twen- 
tieth Century Fox advertising de- 
partment. 


Plans August Wine Drive 


National Distilling ProductsC 
poration, New York, will release a 
new campaign for Italian-Swiss 
Colony wines through Leon Liv- 
ingston Advertising Agency, New 
York and San Francisco, to break 
in August. Four-color magazine 
insertions, supplemented by in- 
itial newspaper copy, will be used. 


CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation 
Gives Enduring Results 


92% 
73% 


Home - carrier - delivery and 
Bayonne family subscription 
gives us a unique ability to 
get you enduring results in 
a community we have been 
serving -for 76 years. 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN : 
Sales Representatives 


CHICAGO 


NEW YORK 
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MAKING INTERNATIONAL NEWS 
UNDERSTANDABLE 


Spb beh 23h. 


- TROUBL 


Every intelligent man and woman is eager to know what is going on in Moscow, 
E 


, 


SPOTS : London, Berlin, Rio—in all the trouble-spots of all the world. But no individual 


has either the time or the facilities to dig behind the news, to get all the facts. 


WORLD REPORT has both the time, the personnel and the know-how to act 


BENIND THE SCENES : as reporter, analyst and forecaster of what goes on behind the scenes—to analyze 


causes and to print what the causes mean in words of one syllable. 


50,000 GUARANTEE 
PAGE , 3609. 


sibly take precedence over the news content of WORLD REPORT. 


pany’s advertising. 


The kind of men and women who need this world-wide service—and it is des- 
perately needed—will have in common the one thing that every advertiser wants 


—intensity of readership. To the subscribers, no reading of any kind can pos- 


And news pages that are read intensively are the ideal framework for a com- 


WORLD REPORT 


THE ONLY WEEKLY NEWSMAGAZINE REPORTING, INTERPRETING AND FORECASTING THE NEWS OF WORLD AFFAIRS 


published by 


UNITED STATES NEWS PUBLISHING CORPORATION 


DANIEL W. ASHLEY 
VICE PRESIDENT IN CHARGE OF ADVERTISING 


30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


se 


WORLD REPORT—the No. 1 advertising medium to reach world-minded people Ba 
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Canadian Postwar 
Purchasing Plans 


Proved Extensive 


Winnipeg, Man., May 15.—New 
evidence that Canadians intend to 
buy everything from automobiles 
to kitchen utensils—when they 


can get them—was offered re- 
cently in a dominion-wide survey 


by National Home Monthly. 


The publication, claiming the 
largest magazine circulation in 
Canada, sent a questionnaire to 
every 56th name on its subscrip- 
tion mailing list of 280,000. Full 
information was sought on the 
postwar purchasing plans of Cana- 
dians. 

Of those who answered the 
query, 44.3% said they intend to 
buy automobiles, 


Advertising Age, May 20, 1946 


making up a 
potential customer list of 124,100. 
Many seek new or remodeled 


in these areas. 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 


2/3, SALISBURY COURT, FLEET STREET, LONDON, E. C. 4. 
Cables Hintimes London 


Published in the hub 


<3 life & affairs 


Delhi — Capital City of India—is the 
home of the Hi 
lish) and Hindustan (in Hindi), the 
most popular Dailies 
Northern India. Their Nationalist policy 
finds ready acceptance among the middle 
and upper classes of a vast area which 
stretches as far South as Jubbulpore and 
North to the limits of the Frontier Prov- 
ince. Well-produced, brightly edited and 
with an up-to-the-minute news service, 
the Hindustan Times and Hindustan con- 
stitute media of the first importance to 
advertisers. You will find through them 
a ready response from a public whose 
standards of living are constantly improv- 
ing and whose needs in a wide variety 
of goods are steadily increasing. 


Cc he hindustan Cimes 


(in English 


Hinoustaw 


(in Hindi) 
Let Upper and Northern India know what you have to sell through 
the advertising columns of the two papers with the largest circulation 


ndustan Times (in Eng- 


in Upper and 


The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


NEW ORLEANS ~ 


DEPARTMENT OF LOYOLA UNIVERSITY 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
i Represented Nationally by The Katz Agency, Inc. 


homes, with 21.3%—or 59,900 po- 
tential customers — intending to 
build; 10.6% intending to buy a rea) a ee ey eae oe rey] 
new home, and 23.4% intending to MONTH 
remodel their homes. MARCH 1946 = 1945 | LOSS = 
Of the publication’s readers, pane w veel band L] se » = “ ad © 
23.8% intend to buy dining-room * Segapmenaie es 
furniture; 32.5%, living-room fur- automomve__| 18.3 
niture; 34.4%, bedroom furniture; FINANCIAL... ] 2867 
35.3% mattresses; 46.7%, rugs and Toms SAN... re 
carpets; 50.9%, linoleum or oil- pemguemmeneogy Bes 
cloth; 28.7%, silverware; and 41%, ae, po oun 
kitchen utensils. ACCUMULATIVE 
More than 94% of those who JAN, I-WAR31, 1946-1949 LOSS = 
responded now have electricity in GLASSINCATION | rmcon | 10 o to Oe ee 2 ____# 
their homes, In all, 22.2% are emma bee 
thinking of buying an electric! | | ““———| * 
stove, while 4.7% want gas stoves. a ian 
Electric washing machines will TOTAL DISPLAY] 21.9 
be sought by 30.6%; new radios, CLASSIFIED 28.8 
43.1%; record-playing equipment, TOTAL ADVERTISING .| 2346 
15.4%; vacuum cleaner, 32.1%; eet ee Se 
new refrigerator, 49.2% (electric, 


89.7%; gas, 5.3%; not stated, 
4.9%); electric ironer, 12.8%; elec- 
tric toaster, 33.2%; electric iron, 
20.3%; electric mixer, 31.3%; waf- 
fle iron, 17%; and electric razor, 
14.7%. 


NEWSPAPER LINAGE GAINS IN MARCH—Media Records’ measurement of 

newspaper linage in 52 cities shows substantial gains in all classifications in 

March, compared with the same month of 1945—classified leading with an 

increase of 36.3%. The record for the Jan. !-March 31 period also shows 

gains all along the line, with total advertising 23.6% ahead of the three-month 
period of 1945. 


Kansas, like all the better agricultural states 


7 First Ten States in ont in the country, enjoyed farm cash income 
Income—1945 (U.S.D.A.) almost fantastic in size in 1945. More than 
1. California ....$1,765,445,000 three-quarters of a billion dollars is almost 
2. lowa ......-. 1,503,176,000 beyond human comprehension! 
Me FRE hrs cse 1,177,353,000 
ne haga “soneenat In more understandable terms, the average 
6. KANSAS ..... 759,344,000 Kansas farm family received $5350 in that 
7. Wisconsin .... 757,438,000 ‘ ° : . 
—— 721,176,000 period, the highest figure in 25 years. With 
= a ren this flood of wealth still largely unspent, the 
~\ f Kansas farm market is a market rich beyond 


the fondest dreams a few years ago. 


It is no great problem at the moment to sell 
merchandise to farm customers. But never- 
theless, it is a wonderful time to establish 
brand preferences as insurance against the 
day when competition really gets keen. 


And the easiest way to get that preference 
is through Kansas Farmer, for 75 years a 
leader in better farming and better living. 


KANSAS FARMER 


CAPPER PUBLICATIONS, INC. 
TOPEKA, KANSAS 


121,000 Circulation 
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Strauss Makes 
Davies Partner: 
Others Appointed 


Edward A. Davies has resigned 
as vice-president and director of 
sales for Station WIP, Philadel- 
phia, to become a partner in the 
Strauss Associates Advertising 
Agency, Philadelphia. 

. . . Paul Johnstone, formerly 
in the Chicago office of the Bireley 
division, General Foods Corpora- 
tion, has been appointed general 
sales manager of the division’s 
Hollywood office. 

. .. Ted Adams, who before the 
war operated his own art studio in 
Chicago, has joined C. Franklin 
Brown & Co., Chicago, as art di- 
rector. 

. . . Margaret Molner, formerly 
with Bresnick & Solomont, has 
been appointed production man- 
og of Badger & Browning, Bos- 

n. 

. .. Anton M. Oliver, formerly 
of McGraw-Hill Publishing Com- 
pany, has joined Rickard & Co., 
New York. 

. . . Charles G. Lindsay, assist- 
ant executive secretary of the 
American Association of Advertis- 
ing Agencies, has resigned to take 
an executive position in the New 
York office of Leon Livingston Ad- 
vertising Agency. 

. .. M. Virginia Doherty, for- 
merly continuity writer of Station 
WNBC, Hartford, Conn., has joined 
the copywriting staff. of Geare- 
Marston, Philadelphia. 

. .. Al Hargreaves has been ap- 
pointed advertising manager of 
Loblaw Groceterias Company, To- 
ronto grocery chain. He succeeds 
Oscar Wick, who has resigned 
from the company to enter private 
business. 

... F. M. Carroll has joined the 
copy staff of Fulton, Morrissey 
Company, Chicago. 

. . . Charles A. Mottl, formerly 
with Western Business Papers, Los 
Angeles, has been appointed pro- 
duction chief of the Shaw Com- 
pany, Los Angeles. 

.. . Curtis S. Cook has resigned 
as art director of Reynolds Metals 
Company, Louisville, to join Justin 
Funkhouser & Associates, Balti- 
more, as art director. 

...O. D. McKasson Jr., formerly 
a member of the advertising coun- 
selors department of the Des 


Moines Register and Tribune, and | 


James L. Hill, formerly’ with 
United Press, have been appointed 
account executives of Son De Reg- 
ger Advertising Agency, Des 
Moines. Denny Neal, formerly 
advertising art director of the 
Register and Tribune, has been 
named art director of the agency. 

... E. F. Maltby has been ap- 
pointed manager of the newly 


opened branch office of Grubb & 
Petersen at 418 Bondi building, 
Galesburg, Il. 


Farm Paper Unit 


Changes Name 

Chicago, May 14.— Associated 
Farm Papers, Inc., oldest of the 
publisher-owned farm paper ad- 
vertising representatives’ groups, 
has adopted the name of Western 
Associated Farm Papers and has 
extended its sales setup to a na- 
tionwide basis. 

Joe J. Mattus, with the organ- 
ization for the past 17 years and 
eastern manager in New York for 
the past seven years, has been 
transferred to the newly-opened 
San Francisco office where he will 
be western manager. An assist- 
ant will be named shortly. Roy 
C. Scerymiger, advertising director 
of one of the large railway supply 
manufacturers and formerly with 
Critchfield & Co., Chicago agency, 
has been appointed eastern man- 
ager, with headquarters in New 
York. John W. Fox, formerly 
with the Army air forces, has been 
appointed to the Chicago office, 
succeeding Eugene H. Brockhaus, 
resigned. Sales headquarters will 
continue to be located here under 
the direction of Fred Toof, na- 
tional advertising manager. 

Member papers of the sales unit 
include the Arizona Farmer, Cali- 
fornia Cultivator, Montana Farm- 
er, Pacific Northwest Farm Trio 
(Washington Farmer, Oregon 
Farmer and Idaho Farmer) and 


Utah Farmer. The organization 
also represents Implement Record, | 
San Francisco. 


C-P-P Show Honored 


Because they seem to personify | 
“radio’s most typical young Ameri- | 
can Couple,’ Penny (Blondie) | 
Singleton and Arthur (Dagwood) | 
'Lake, the durable Bumsteads of 
|CBS’ Sunday night “Blondie” pro- 
gram, have been accorded the 1946 | 
American Radio Award of the Na-| 
tional Exchange Club of New 
York. “Blondie” is sponsored by | 
Colgate-Palmolive-Peet Company | 
\for Super Suds, through William | 
|Esty & Co. 


|\Launches Media Monthly 


Media Forum, a monthly for | 
advertising agency media buyers, | 
‘will be launched in July by) 
Charles Gehnrich, 150 E. 35th St., 
|New York. Circulation will be con- 
trolled to reach media buyers of 
|}all recognized agencies in U. S. 
'and Canada. 
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What Do You Need ? 


Requested by more 
men in the larger 


uct advertising. 


Cost? $95 to $102. 


1933 — MAY — 1946 |. | 


STARTING ITS FOURTEENTH 
YEAR AS INDUSTRY'S ORIG- es 
INAL AND MOST COMPLETE “* 
PRODUCT NEWS AND IN- | ~-. | 
FORMATION SERVICE 


dustries, most of whom habitually we 
use it for finding current needs. oe 


A timely spot for informative prod- 


“The IEN Plan” 
INDUSTRIAL EQUIPMENT NEWS 
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When we began our Sellevision cam- 


paign four years ago, it was a l-way 
switch to continuing, all-out listener pro- 
motion throughout our coverage area. 
Results have proved that we’re on the 
right track to complete dominance of 
this market. Enroute, we’re making KSTP 
a better buy for you every day. Ask us 
or our representatives and we'll tell 
you exactly what we’ve been doing 
and what we’ve accomplished. 


50,000 WATTS —CLEAR CHANNEL 
NORTHWEST'S LEADING RADIO STATION 
EXCLUSIVE NBC AFFILIATE FOR THE TWIN CITIES 
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“Represented Nationally by Edward Petry & Co. 
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Nancy Sasser 


“a 


Phil Sasser 


Now offer 3 Separate Newspaper Columns that 
turn Nationally advertised SELL-LINES into the 
Retail BUY-LINES chosen by men and women 


1. 


Sunday Column for Women 


13,500,000 
Circulation 


Position: On Society or Women’s 


from coast-to-coast 


y a 


Thursday Evening or 
Friday Morning Column 


Featuring Foods, Household 
Products and Appliances... 


"BUY-LIA 


ay 


A Weekly Sponsored Column of Things Advertised 


12,599,000 Circulation 


Position: On Food or Women’s Pages 


3. 


Sunday Column for Men 


70 Mm Cal 
BUY-LINES - by Phil Sasser 


A Weekly Sponsored Column of Things Advertised ond Interesting. 5 


13,500,000 


Circulation 


Position: On Sports or Main 


News Pages 


These Are The Advertisers Who Have Used The Buy-Lines Columns... 


General Mills, Inc. 
«Betty Crocker c 
— Cheeri 
cc ea 
_ Betty Crocker Better | 
a ae 
All America Flour 

— Bisquick. 


National Biscuit Co. (Nabisco, 


100% Bran) ree 
Van Houten Cocoa a 
Canada Dry Sparkling Wat 
Union Bag & Paper Corp. 
(Kitchen Bags) _ * 
Reid, Murdoch & Co. ilenerch: 


_ Spinach & Peanut Butter) 


Continental Bakir 
Spam a 
Best Foods, In 
Little’s Vegetable 
H. J. Heinz Co. F 
Savex (Climalene Co.) 


Compa 


“Welch Grape Juice ¢ 


— Amolin Deodorants 
Oa Ray-Du (Duart’s Hair Rin 


French’s Bird Seed & Biscui 


ASK THEM ABOUT RESULTS!? 


Produits Nina, Inc. 
Volupte Compacts (Herb 
Farm Shop) | 


aa. 


a ead Sitorne Tooth Powder — 
Pillsbury Mills a 


-Pacquins Hand Cream 
Plus 30 Cream (Bonne | 
Ten-O-Six (Bonne Bell) Edna Wallace Hopper 

PN Practical Front Corse a Cross Manicure ‘cael 

— Resinol Soap & Ointment tions” 
Sani-Flush (Hygienic Products) Libby's Baby Foods 
“Scotch” Cellulose Ta - Larvex aaa 
Mil-Du- veh 2. 
Pittsburgh Plate Glass 

John Powers Home Course 

Ronson Table Lighters 

Glidden’s Spred 

Swan Soap © 

Towle Silver 

Velvet Grip Girdle 

Westinghouse Electrical 
Appliances 


(Derby Foods) 
Quaker Oats (Aunt Jemima) 
Ry-Krisp 


Yardley Beauty APES 
Grip-Tuth Combs | 


Gibson Greeting Card: 
Nixoderm a 
Sergeant's Disinfectant 
Silver Sheets 
Swing-A-Way Can Ope 
Two-to-Six : 
Zenith Radio Corporat 
_ Albolene Baby Oil 
- Battle Creek Food Co. 


Hoenshel Brandied 1 Pret Coke : 


Eternol Tint Oil Shampoo 
E-Z Mills | 
Burnett’s Food Flavors 


ordon Hosiery & Unde 


 plexander Smith 


: Sunsweet 


Western Electric | 
Charles of the Ritz 
lodent — 


Py ie 
Vimms is 


D‘Orsay 

Elizabeth Ard 
Berkshire Farms — 
Chap Stick 
Prince Gardner Bi 
Hartnell Perfumes. 
Linguaphone Institute 


i Oraline Tooth Paste 


Otis Underwear 


- Pal Blades 


Personna Ble 
Schoble Hats 


Dr. Scholl 
_ Seaforth Toiletr un! 
i: ped Collar ‘’Stay-C 


TOTAL OF 83 LEADING COAST-TO-COAST NEWSPAPERS 


zi metvonse wenn en BUY-LINES © 


For further information, write to 


_ 360 N. Michigan Ave., Chicago 1, eal 
411 W. Fifth St., Los Angeles 13, Cal. 
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Advertising Age, May 20, 1946 


There are certain elements in the 
Borden’s coffee advertisement reproduced 
herewith (from Look, May 14) that have 
contributed to the excellence of hundreds 
of other Borden advertisements for a 
variety of products. 

There is the well-made drawing. There 
is the cute situation. There is a large, 
readily identifiable picture of the product 
package as it appears on grocery store 
shelves and island displays. And there is 
a money-back guarantee (even though 
collecting on it entails the wrapping and 
mailing of a partially filled glass jar all 
the way to New York City). 

Technically, the advertisement is well 
above average. 

However, we think there is a vital 


lack in this color page that is fairly il-. 


lustrative of a number of current cam- 
paigns. It is the lack of an immediate, 
clearly understandable and important 
link between the cute situation and the 
headline beneath—for the vital word in- 
stant is missing from this headline. As a 
result, it is necessary to read the cartoon 
captions first, to understand that here is 
an instant coffee that promises to match 
in taste one’s favorite standard brand. 

Thus, there is neither a quick explana- 
tion of the situation nor the obvious and 
symbolic steaming cup of coffee that 
realistically presents the promise of the 
copy ... and the jar. 

Altogether, and unfortunately, the basic 


You Ought to Know . 


Sigurd Larmon has been hunting for 
something for the past 17 years. And he 
hasn’t found it yet! 

He keeps on looking with considerable 
vim, which accounts for some pretty lusty 
discussions at 285 
Madison Ave., where 
Young & Rubicam 
manages to keep things 
humming. 

This elusive un- 
known for which Sig 
Larmon keeps looking 
is perfection in adver- 
tising. Some have a 
sneaking suspicion that 
he doesn’t actually be- 
lieve he’ll ever find it 
but they shudder at 
the thought of trying to discourage him. 

Practically everybody at Y&R finds 
him or herself engaged in the same search 
for perfection. As a result advertisers 
coming to visit Y&R for the first time 
frequently get quite a hefty jolt. They 
are listened to. Their ideas are respected. 
But they are not necessarily accepted. 
Larmon and his associates gather around 
the problem like surgeons around the 
diagnostic charts. Products. Markets. 
Copy theme. Art. Media. Every aspect 
is studied with an effort to get at the right 
sales answer. 

Nobody in Y&R, least of all Sig Lar- 
mon, stands on dignity. Everybody with 
an idea has his innings. People in Y&R 
know how to talk back. As chief execu- 
tive, Sig Larmon makes many decisions, 
but any man in the organization can dis- 
agree with Sig Larmon and the whole 
Plans Board—and if he has the facts, he 
can win. “Making decisions is easy,” 
Larmon says, “if you have plenty of help 
from good people.” 

And Sig likes people. Especially peo- 
ple who work for Y&R. About four years 
ago he inaugurated an employe’s trust 
fund available to all those associated with 
the agency for more than three years. 

Larmon took a special interest in the 
reemployment of veterans. He has tried 
to make Young & Rubicam’s own policy a 
model for the industry. As chairman of 
a special committee of the Four A’s, he 
was a leader in developing the plans for 
veterans reemployment by the industry 
at large. 

His policy for Y&R is that all service- 
men get their jobs back — whether they 
were the original holders of those jobs 


Sigurd Larmon 


lhe Creative Mans Corner 


appeal of the product is buried in the 
intricacy of a novel approach. 
The latter is wonderful when it works. 


EVES A BUSS HUSRAND CAAT SHOE WITTE SORDENS 
INSTANT GOPLE ~ AnD THE TREATS OW 
SORDES. FT GAT £5 GOT 43 OLR 

SANORITE GROUND CORRES! 


good as your favorite ground coffee! 
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But to work it must include the funda- 
mentals. And two of these are: A head- 
line that plainly states its case or chal- 
lenges attention and, in food and bev- 
erage advertising, appetite appeal. 


« «Sigurd Larmon 


and entitled to it under the law or 
whether they were replacements. Some- 
times as many as three men have been 
available for the same job. This makes 
the department heads sweat blood, but 
Larmon insists everyone be taken care of 
and feels it will make Young & Rubicam 
stronger than ever. 

His zeal in placing former servicemen 
is due to a large extent to his interest in 
his own son, 20-year-old Jay Larmon, 
who was a ski-trooper in Italy. He gets 
his first-hand information about the India 
theater from his daughter, Helen, who 
for more than a year was a Red Cross 
worker there. 

Sig Larmon maintains the policies laid 
down by the founders of Young & Rubi- 
cam. He will not prepare speculative 
plans. He will not carry accounts at a 
loss. 

“The preparation of speculative plans,” 
he says, “deprives existing clents of time 
that ought to be devoted to serving their 
accounts. All our creative time and im- 
agination belongs to our clients.” 

Young & Rubicam will not carry small 
accounts at a loss in the pious hope that 
they will grow into large ones. “That 
too,” says Larmon, “can be done only if 
an agency devotes time and attention to 
the unprofitable account which ought to 
be devoted to accounts that are paying 
their way. We won’t do it because we 
don’t think it is fair to the client.” 

Yet Sig is a spender too. The research 
department, headed by Dr. George Gallup, 
is one of his showpieces and he supports 
it as loyally as Raymond Rubicam, who 
first brought Gallup to advertising. 

His conversation assays to about 99 
words for the agency to one about him- 
self, which somehow gives the impression 
that when Y&R opened its doors for busi- 
ness, Sig Larmon was resting in a basket 
on the doorstep. 

As a matter of fact, his original door- 


_ step was a considerable distance away at 


Red Oak, Ia., which didn’t see much of 
him because he left there as a child to 
live in Omaha. 

He made his entry into the advertising 
world at the suggestion of an official of 
N. W. Ayer & Son, which was handling 
copy for Columbia Phonograph Company 
with which Larmon was associated. 

Less than a year before the crash of 
1929, Larmon joined Young & Rubicam 
as an account executive for the General 
Foods account. In 1932, he became a 
supervisor and vice-president. In 1942, 


he became president. When Mr. Rubicam 
retired as chairman of the board in 1944, 
he became the executive head of the or- 
ganization, but he retains the title of 
president and does not use that of chair- 
man of the board. 

His recent election to president of the 


American Association of Advertising 
Agencies is something about which he 
withholds much comment. 

“Tm still too new,” 
cautiously. 

Just how Sig Larmon can squeeze in 
his new Four A’s position among the 
others he holds is a matter for Houdini 
to answer. Like Houdini, he solves it with 
distinction. In addition to being presi- 
dent of Young & Rubicam and chairman 
of the board of the Four A’s, he is a direc- 


he announced 


83 


tor of the Rumford Press, Concord, N. H.; 
a member of the council of the U. S. As- 
sociates of the International Chamber of 
Commerce; a director of Audience Re- 
search; and of the Scarsdale National 
Bank. Small wonder that Mrs. Larmon 
sometimes has to light a lamp in the 
window at 156 Brite Ave., Scarsdale. 

Neither has the pressure of business 
made it necessary for him to give up his 
cabin at Bedford. In addition to all those 
jobs, he continues to shoot golf in the up- 
per 80’s. But the thing he really likes to 
talk about is Young & Rubicam. Tap him 
on the shoulder most any time, give him 
any kind of an opening, and you will 
have some more information about that 
agency. Young & Rubicam never had a. 
better booster. 


lhe Pay - OA f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


15 EFFECTIVE OPENINGS FOR 
SALES LETTERS 


If you can get your prospect beyond 
the opening paragraph of your sales let- 
ter, you have better than a 50-50 chance 
that he will read your entire letter. 

The thing to do is to make your open- 
ing paragraph so “attention-getting” that 
the prospect is compelled to read on. 
Here are 15 effective openings for sales 
letters that have proved very successful: 


1. Within the next few days, I am going 
to send you 8 pairs of beautifully sheer, 
long-wearing stockings. 


2. I am sending you this stamp so that 
you will have it handy to place on the 
enclosed Special Reservation Card. 


3. This card will bring you—without a 
penny cost—a valuable 368-page book 
containing over 300 complete recipes and 
baking tips on “Bread, Rolls and Sweet 
Dough,” by Paul Richards. 


4. You have been asked to accept this 
free radio-electronics manual for a very 
definite reason. 


5. The enclosed priority is FOR YOU— 
and it’s valuable! It entitles you to one 
of the few available copies of the biggest 
value we have ever offered in Home 
Workshop Books—a mammoth 580-page, 
new Home Workshop Encyclopedia. 


6. Because of the headaches involved in 
hiring and training office employes today, 
I believe you will be keenly interested in 
a new report which we offer free to new 
subscribers, 

7. If you will O.K. the attached card 
and send it to me by return mail, you 
will be entitled to receive a compli- 
mentary copy of the new Executives’ 
Portfolio—with your name embossed in 
gold on the cover, 


8. I would like to prove to you—free of 
cost—that I can reduce your weight and 
give you an attractive figure if you are 
not entirely satisfied with your present 
measurements. 


9, At my expense—and absolutely free 
to you—will you let me put into your 
hands the greatest book ever written, 
where a man wants to make and fix 
things for his own home! 

10. With your permission, I am going 
to send you, without obligation, a study 
consisting of more than 140 pages of tests, 
surveys and case histories. 


11. Yes, we really mean it. This month 
we are giving free to every new sub- 
scriber a copy of an extremely helpful 
little book called “500 Common Garden 
Mistakes Corrected.” It lists the errors 
most commonly made by amateur gar- 
deners and gives correct procedures. 
You'll say it’s worth its weight in gold. 


12. We have just published a 40-page 
booklet that may be worth thousands of 
dollars to you. It’s called, “14 Ways to 
Key a Mail-Order Advertisement.” I 
you would like to have a copy, we wi 
gladly send you one—FREE—and all 
charges prepaid. 

13. Will you accept FREE a copy of 
“Get the Most Out of Life,’ a new 256- 
page book, which would cost at least 
$1.75 in any bookstore? 

14. What! That book free! 

—the statement of C. L. Miller of St. 
Louis, who came personally to our office 
to get some suggestions for handling pro- 
duction problems in his manufacturing 
plant. 

15. At your request, I shall be glad to 
send you, with our compliments, a book- 
let which points the way to business 
success. 


business Chart of the Week 


In all, individuals held $/8/ billion of liquid 
assets on December 3/, 1945... 


Savings Bonds 


“Savings accounts ploced with other nonbonk investors (mutual savings 


bank occounts. posta! savings. and savings and loon association shores) 


... Office of the Secretary of the Treasury, Division of Research and Statistics 
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EDITOR WANTED 


Mechanical magazine, with large gen- 
eral circulation has an opening for an 
experienced editorial man. This posi- 
tion is made to order for an asst. 
editor, dept. editor, or a house or- 
gan editor who is qualified to assume 
full responsibility. Technical training 
preferred but not necessary. Must be 
a good reporter, know how to select 
outstanding pictures, have ability to 
whip mediocre manuscripts into fas- 
cinating stories, understand layouts 
and typography. Tell us all about 
yourself, state salary desired, etc. All 
replies confidential. Location Chicago. 
Box 6494. Advertising Age, 100 E. 
Ohio St., Chicago 11, Ill. 


DO YOU WANT TO GET OUT OF THE 
ADVERTISING AGENCY BUSINESS? 


MAYBE you have "Cancellation" trouble. . 
MAYBE you have "'Lack-o'-Cash" trouble. . 
MAYBE you're just tired of it all 


wets 
We'd like to get into your troubles .. . 
we thrive on them .. . In fact, we are 


ready to pay for them. 


What we mean is, that we are in the 
market to purchase an advertising agency, 
anywhere—lock, stock & barrel. It need 
not be big (though it can be), but it 
must be clean and have a nice reputation. 


We'll pay spot cash and go on from 
there. 


We are ready to do immediate business. 
Drop us a line and we'll contact you for 
all the information. All replies will be 
held in strictest confidence. This is your 
chance . . . don't muff it! 


rove he 
AGE 
100 E. Ohio St., Chicago II, Illinois 


—The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


wanted,” 


lines. Terms cash with order. 


9 “Representatives Wanted,” 
50 cents a line, minimum charge §$2. 
and spaces per line; light bodyface 34 per line. 


and “Representatives Available,” 
Figure bold face heads 25 letters 
Box numbers add two 


Forms close Monday noon preceding 


publication date. Display advertisements take card rates. 


Ye _ HE LP W A NTE D 
POSITIONS 
WITH TOP AGENCIES 
AND ADVERTISERS 
Sales Mer., candy bar........ $15,000 


Copywriter, foods, agency... 15,000 
Copywriter, gen’l agcy. exp.. 10,000 
Copy Contact, refrig., exp.... 7,500 
Adv. Mer., consu. mdsg...... 10,000 
Space Sales, mag., Chicago... 10,000 
Editor, Automotive ......... 7,500 
Adv. Mgr., candy bar ........ 8,500 
Acct. Exec., agency ......... 6,000 
Window Disp., men’s wear .. 4,500 
Prod, Asst., Adv. Dept........ 3,900 
Prod. Asst... agency ......... ,600 


Other positions for both 
men and women 
FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago, Ill. 


Opportunity for layout and design 
man for booklets, manuals, slide- 
films and general art. Established 
Detroit producer. State experience 
and salary requirements. 

Box 8195, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Trade Paper Editor 
Succéssful publishing house seeks 
editors for established monthly pub- 
lications in sanitary and janitor sup- 
ply field, and the automotive field. 
Permanent position for right man. 
Supply complete background infor- 
mation. Experienced man preferred 
but will consider school of journal- 
ism graduate or advertising writer 
desirous of switching to editorial 
work. P. O. Box 694, Milwaukee 1, 

Wis. 

ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


WANTED: Copywriter—one who has 
proved his or her ability and versa- 


tility in copywriting and layout. 
Splendid position with large San 
Francisco agency. Our employees 


know about this ad. 
Box 8210, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ATTENTION BUSINESS PAPER PUBLISHERS 


Here’s your Southern set-up! Crack staff, elaborate office for complete 
editorial and space sales coverage of entire South, limited number of 
publishers. Full-time branch office at part-time cost. Write or wire 


P.O. BOX 1322, FORT WORTH, TEXAS 


ae 
families. 


NEW YORK 
342 Madison Ave 


easy 


@ Nearly 800,000 population 
with more than $1,000,000,000 effective annual 
buying income makes St. Paul-Minneapolis the 
9th largest market in the United States. 


The St. Paul half is covered only by the St. Paul 
Dispatch-Pioneer Press with 163,387 combined 
city zone circulation. No other daily newspaper 
has even as much as 10° coverage of St. Paul 


RIDDER-JOHNS, INC.—Notiona/ Representatives 


St. Paul Covers Half 
the 9th Largest Market! 


(1940 Census) 


ST. PAUL DISPATCHPIONEER PRESS — 


SAINT PAUL, 


MINNESOTA 


CHICAGO 
Wrigley Bldg. 


ST. PAUL 
Dispatch Bidga. 


SRR 


HELP WANTED 
PERSONALIZED SERVICE 
Career Counselors 


Genl. Mgr., Adv Agcy........ $30,000 
Mer., Mfgr., Plant Mchry.... 25,000 
Copywriter, Agcy.-Foods .... 15,000 
Copywriter, Agcy., Gen. Exp.. 10,000 
Copywriter, Agcy., Consum... 7,500 
Copywriter, Refrigeration.... 8,000 
Sales Mgr., Small Tools...... 10,000 
Sales Mger., Pkg. Foods....... 10,000 
Sales Prom, Megr., Bldg. Matl. 10,000 
Ady. Mgr., Women’s Wear... 10,000 
Adv. Mgr., Millinery ........ 8,500 
Adv. Mgr., Industrial ....... 6,000 
Adv. Mgr., Electrical ........ 6,000 
Adv. Mgr., Trade Paper ..... 6,000 
Publ. Man, Home Appli...... 6,50 
Prod. Mgr., Home Appliance.. 4,800 
Editor, Trade Papers ........ 6,000 
Cir. Mgr., Trade Papers...... 4,800 
Display Man, Creative ........ 4,500 
Window Trimmers, Retail 4,000 
Market Research, Adv. Agcy... 6,000 
Salesmen, Space Natl......... 7,500 


Veterans, To train .......... 
THE HONES COMPANY 
14 E. Jackson Blvd., Suite 1515, Chgo. 


LAYOUT-IDEA ARTIST 
Nationally recognized southern 
agency offers immediate ground- 
floor opportunity for experienced, 
sober, original layout artist under 
40—to organize and direct staff. Mail 
detailed letter and samples today, 
then call HOUCK & CoO., 812 Life In- 
surance Co. of Virginia Bldg., Rich- 
mond, Va. 


Wanted: 


Man for Basement Advertising Man- 
ager for large Minneapolis Depart- 
ment Store. 


Must Have Had Previous All Around 
Department Store Advertising Ex- 
perience to do complete Job. 


Write, giving full details. 

Box 8196, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

Wanted—Publicity Assistant— 
National trade association in build- 
ing industry wants young man as 
publicity assistant. Prefer univer- 
sity major in Journalism or English 
with newspaper experience. $250 a 
month. Chance for promotion. Write 
giving details of education and ex- 
perience. 

Box 8197, ADVERTISING AGE 


Pablisher’s Representative Wanted 
All territories except N. Y. C. open. 
Scientific Development Corp. 
614 W. 49th St., New York 19, N. Y. 
Circle 6-2388 
SPACE SALES—NEW YORK 
Industrial publication in fast-grow- 
ing field requires representative for 
New York area. Full or part time. 

Straight commission. 

Box 8186, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

POSITIONS WANTED 

Copywriter, 6 yrs. experience indus- 
trial and trade advertising. Army 
veteran with post-war agency ex- 
perience. Also have training and 
experience in art and production to 
make me an all-around man for 
small to medium size agency. Desire 
Chicago connection. $3500. 

Box 8187, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
DO I QUALIFY? 

Four years in top-flight agency, 
radio, research, forwarding, check- 
ing and contact. Two years direct- 
ing radio and theatricals. One year 
editor army newspaper, writing fea- 
tures and publicity. Age: 31. Mar- 
ried, one child. Locate anywhere. 

Salary $3,900. 
Box 8188, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


HERE'S 
PROVEN 
ABILITY... 


Enriched with agency and mfg. ex- 
perience in supervising production 
and traffic of national magazine ads, 
catalogs, direct mail, billboard—ex- 
hibits, films, and the liaison neces- 
sary to an effective sales campaign. 
Now employed with national agency, 
but am looking for new opportunities 
in Chgo. area. Veteran. 


Box 6491, Advertising Age 
100 E. Ohio St., Chicago II, Ill. 


SEASONED PRODUCER 


Fifteen years key-executive (sales and 
advertising) of two greatest mass-mer- 
chandising chains. Past four years 
independent consultant for manufac- 
turers, adv. agencies, department store 
chains and others. Highly creative, 
write powerful selling and institutional 
copy. ow agency procedure. Big- 
time experience with foods, tire & au- 
tomotive, major appliances, radio and 
capital goods. Thorough knowledge of 
marketing, sales and research. Can 
produce or direct. Prefer leading 
agency or manufacturer located in 
Midwest or Pacific Coast. 


BOX 6492, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


ae __ POSITIONS WANTED 


MARKET RESEARCH LIBRARIAN 
and research associate to organize, 
maintain and service a market re- 
search library. Columbia ’39. Excel- 
lent background. 

Box 8189, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


AVAILABLE 
TRADE ASSOCIATION EXECUTIVE 
with twenty years Newspaper, Sales, 
Sales Training, Public Relations, 
Promotion and Merchandising ex- 
perience. Past ten years with one 
association. Wants berth with ag- 
gressive hard-hitting association. 
Age 42. Poise, persuasiveness and 
can sell your association and pro- 
gram. Prefer Phila. headquarters, 
if possible. 
Box 8190, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Ambitious univ. grad. (24) BA, single, 
seeks copy or prod. job. Has had 
some exper. selling space, writing 
copy, rough layouts. 

Box 8191, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Available Account Executive with 
several active small accounts and 
big account potential, desires con- 
tact with reliable, ethical agency 
offering salary and commission ar- 
rangement, 

Box 8184, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, fll. 


Public Relations—Former Account 
Exec. leading public relations firm, 
just returned Tokyo as news officer 
4-star AAF General. Desire corpo- 
ration, industrial accounts with 
agency or direct. 

Box 8198, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Returned Naval officer. College Ad- 
vertising Major. Desire experience 
in advertising. Salary not important, 
Experience primary. 
Box 8199, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Available—Executive, 38 
Unusual background in engineering, 
editorial work, national advertising, 
business administration, sales, and 
economics. Excellent organizational 
ability. Desires to get his teeth 
into a challenging job and settle 
down to conquering it. Six years in 
electrical engineering, 3% years edi- 
torial, 3 years private business, 3 
years national advertising and copy- 
writing, 3 years Army officer. Good 
health, engaging personality, plenty 
of enthusiasm. Excellent judgment. 
Do you need such a man? 

Box 8200, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN 
Seven years Newspaper experience. 
Desires business paper New York 
area. Veteran, married. 30 years of 

age. Immediately available. 
Box 8201, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ADVERTISING — MERCH. — SALES 
PROMOTION 
Lt. Cmdr.—release June 1. 16 years’ 
experience with mfr. and top-flight 
adv. agency. Specialist Merchandis- 
ing, Sales Promotion, packaged 
goods, Offer top refs. on superior 
ability, intelligence, background. 
Salary required $10,000. 
Box 8202, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ASST. ADV. SALES PROM. MGR. 
leading building materials manufac- 
turer and distributor, 2% million 
budget, desires to make a change. 

Box 82038, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Advertising Copywriter—Hard-Hit- 
ting dealer and consumer copy, 18 
months agency experience on diver- 
sified accounts. New York City 
Vicinity. 

Box 8204, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
COPY WRITER—N. Y. AGENCY 
EXPERIENCE on many diversified 
nat’l accounts, including food. Con- 
sumer, trade. Formerly in charge 
promotion, nat’l advertiser. Some 
agency contact. Good teamworker. 

Varied copy style. Christian. 

Box 8205, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Editor publications major 


section 
manufacturing company seeks free- 
lance writing assignments to sup- 
plement present work. Experienced 
handling preparation of booklets, 
direct mail brochures, sales manu- 
als, magazine articles, advertising 
copy, speeches, news releases, fea- 
ture stories. Ten years writing back- 
ground in newspaper, public rela- 
tions, industrial and pharmaceutical 
fields, New York City location. 
Box 8208, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Copywriter Wanted 
(WOMAN PREFERRED) 


An established 4-A agency needs 
an additional writer in New York 
on an important food account. 
The ability to write well (commer- 
cials, consumer and trade copy) 
is, of course, a ‘must.’ But this 
job also calls for patience and ac- 
curacy—patience to wade through 
dry technical publications, and ac- 
curacy in checking such details 
as recipes. If you think you have 
the abilities we need, write in de- 
tail. If you have a knowledge of, 
or have worked in dietetics, be 
sure to tell us. The starting sal- 
ary is substantial, not sensational. 
Box 6495 
Advertising Age, 330 W. 42nd St. 
New York 18, N. Y. 


Advertising Age, May 20. 1946 


WANTED 
ACCOUNT EXECUTIVE 


Must be capable copy 
writer with ability to plan 
and carry out complete ad- 
vertising and promotional 
programs. 


Please make application 
complete in first letter giv- 
ing education, experience, 
age, salary bracket and 
samples. No interviews 
granted until after applica- 
tion letters and samples 


have been received. 


Replies held strictly confi- 
dential. 


The Griswold-Eshleman Company 
Advertising Agency 
Terminal Tower, Cleveland 13, Ohio 


Nationally Experienced _ 
Sales-Advertising Executive 
Available 


Thoroughly experienced in market- 
ing, market analysis and sales 
quotas, consumer trends. Ac- 
quainted nationally, in grocery 
and beverage fields, with broker, 
distributor and chain store opera- 
tions, as well as independent 
groups. Knows advertising agency 
procedure — copy, art, production 
and media. Previous experience 
includes 2 years as general sales 
manager for New York beverage 
manufacturer covering eastern 
states—6 years as advertising and 
sales promotion director of one of 
world’s largest beverage manufac- 
turers. At present, vice president 
in charge of sales and advertising 
—merchandising a national grocery 
product. In less than 3 years built 
distribution from few states to na- 
tional sales through grocery job- 
bers. Age 43, college trained, 
desires a connection that offers 
greater opportunities for his ability 
and experience. 


BOX 6490 
ADVERTISING AGE 
100 East Ohio Street, Chicago, Ill. 


WANTED BY 
EASTERN COLLEGE 


Long-established school of Business Adminis- 
tration offering B.S. degree needs men for 
well-paid, full-time teaching positions: 2 men 
in Marketing, Sales, and Advertising Ad- 
ministration; 1 man in field of Industrial 
Management, especially the subject of Super- 
—: Foremanship, and Training; 1 in Ac- 
counting. 


Requirements: all positions require college- 
trained men with business experience and, 
preferably, industrial or college teaching ex- 
perience. Give full details of education, 
experience, personal data, age, and nationality. 
Photograph must be included. 


Address Box 6493, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SALES PROMOTION 
EXECUTIVE 


Nationally known Chicago manufac- 
turer requires an experienced Sales 
Promotion Executive. Must have flair 
for public relations work in recrea- 
tional equipment field. Exceptional 
opportunity for right man. Salary 
open. Give full details regarding age, 
education, experience. Our associates 
know of this advertisement. Replies 
treated in strict confidence. Address 
reply to Box 6496. 


Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 
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Advertising Age, May 20, 1946 


POSITIONS WANTED 


POSITIONS WANTED 


This advertisement for a position 
is directed, in particular, to such 
outstanding Cleveland Advertising 
Agencies as:— 

Batten, Barton, Durstine & Osborn 


ne. 

Fuller and Smith and Ross, Inc. 
Griswold-Eshleman Company. 

Lee Donnelley Company. 
McCann-Erickson, Inc. 

and, in general, to comparable Agen- 
cies in other cities, who may, per- 
haps be able to use the services of 
a man now employed in industrial 
advertising who, due to the death of 
the President of the Company, and 
the resultant reorganization now 
taking place, finds it desirable to 
seek a new connection. 


I have served a five year appren- 
ticeship in “printing management” 
acted in the capacity of assistant 
manager for a Cleveland printing 
organization, successfully sold print- 
ing to many large industrial con- 
cerns, studied the fundamentals of 
advertising at two _ recognized 
schools and discharged the duties of 
my present advertising position to 
the entire satisfaction of the late 
President of eur Company and his 
associates. 


If there is a niche in your organiza- 
tion for a man. having the fore- 
going experience, or if you know of 
a suitable opening with one of your 
many clients, I will be glad to sub- 
mit complete information either by 
mail or personal interview, as 
desired. 

Box 8207, ADVERTISING AGE 

100 E. Ohio &t., Chicago 11, Il. 


FASHION ARTIST OR DESIGNER 
Attractive, Ex-WAC Officer; diversi- 
fied, practical experience; 3 yrs. 
dress designing N. Y. C., free-lance 
fashion artist, window displays. In 
service wrote and illustrated radar 
manuals. Graduate Costume Design 
Class ’39 Pratt Inst., N. Y. Employed 
free-lance fashion artist. Desires 
creative position in fashion field, 
samples. 

Box 8206, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN, 29, now repre- 
senting leading national consumer 
magazine, seeks new connection in 
either publication or agency field. 
Sound background in department 
store merchandising and national 
brand selling. University Graduate 
will re-locate. 
Box 8209, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 


PUBLISHERS—I have a book which 
is of great interest to industrial or- 
ganizations. A.test mailing indicates 
that. this publication has great ad- 
vertising and _ sales. possibilities. 
Book will be sold outright or on a 
royalty basis. Complete details will 
be furnished to established publish- 


ers. ‘ 
Box 8193, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Direct Mail Ad-Account, small but 
promising looks for free-lance ad 
man interested in building up mail 
campaigns, catalogues, ete. New 
York. 

Box 8194, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Paysee Heads 
Perkins; Other 
Business Changes 


Robert B. Paysee has been ap- 
pointed president of Perkins Prod- 
ucts Company, Chicago, maker of 
Kool-Aid fruit drink. William F. 
Forbrich has been elected vice- 
president; Al Smith, treasurer and 
Ruth Hall, secretary. 

... R. R. McIntosh, with Gen- 
eral Foods in Toronto, for the past 
14 years, has been named vice- 
president of the company. 

... . Shirley Cook, formerly 
beauty editor of Hillman Peri- 
odicals, has been appointed pub- 
licity director of all divisions of 
Associated Products, Chicago. 

... Ray Weber, in the advertis- 
ing department of Swift & Co., 
Chicago, has been named admin- 
istrative assistant of the depart- 
ment. 

... John L. Kaufman, formerly 


publicity director of Republic Pic- 
tures, has been appointed director 
of publicity and advertising for 
International Pictures Corpora- 
tion, Universal City, Cal., succeed- 
ing the late John LeRoy Johnston. 

. . . George B. Levis has been 
named sales manager of the groc- 
ery products department of Borden 
Company, Toronto. H. F. George 
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succeeds Mr. Levis as sales man- 
ager of the dry milk department. 


Goldman Moves Offices 


I. A, Goldman & Co., Philadel- 
phia, has moved its offices from 
1015 Chestnut St. to 605 Widener 
building at Chestnut St. and 
Juniper. 
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I just 
love 
dressing up. 


a clown 
in this rig! 


I feel 
like 


YES! Man would rather be him- 


self—but women like new guises to 


enhance their charms. They’re al- 


ways on the watch for your new 


suggestions in the magazine that 


best satisfies their nose for news — 


THE MAGAZINE WOMEN BELIEVE IN 


Actual Size 
«a 12 


This is the most “out- 
s 


PUBLISHED ANNUALLY AS THE 13TH ISSUE OF 


NATIONAL FURNITURE REVIEW 


BY THE NATIONAL RETAIL FURNITURE ASSOCIATION 


666 LAKE SHORE DRIVE @ CHICAGO 11, 


ILLINOIS 
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Record Makers 
Spending Record 


Promotion Budgets 


Capitol's Budget 
May Double; Vogue 
Shows ‘Pic’ Discs 


Chicago, May 14—As much 
money will be spent this year to 
advertise phonograph records as 
manufacturers got in 1932 for 
making them. 

Capitol Records in announcing 
a change in agencies last week— 


from BBDO to the new Dunn- 
Fenwick & Co.—did not mention 
its promotion budget, but the out- 
lay is likely to be increased over 
the reported $300,000 spent last 
year (AA, May 13). 

The other three leaders in the 
disc-pressing business, Columbia, 
Decca and RCA Victor, will each 
spend more than $700,000 this year 
to advertise their records. Thus 
the top four will spend in the 
neighborhood of $2,500,000, or just 
about what the disc makers got 
in 1932 when they sold only 10,- 
000,000 records. 


200 in Record Field 


No one knows how much more 
will be spent for advertising this 
year by about 200 other companies 
now riding easy as sales mush- 
room. Right now retailers say they 


can sell any record they can get 
hold of. By the end of the year, 
Decca alone will turn out as many 
records each month as all com- 
panies sold in 1932, when the rec- 
ord business was_ considered 
doomed by radio. 

More than 150,000,000 records 
were produced last year. Probably 
200,000,000 will be made this year 
and 300,000,000 next year, at an 
average unit retail price of 50 
cents. 

The advertising picture shapes 
up as follows: 

Decca Records, through Newell- 
Emmett Company, New York, is 
using color pages in Life, The 
Saturday Evening Post and a large 
group of Sunday newspaper sup- 
plements, reaching 36,000,000 cir- 
culation. 

Columbia Recording, to move its 


account July 1 from Benton & 
Bowles to McCann-Erickson, New 
York, will not reveal its plans for 
the last half of 1946, but present 
promotion, running well over 
$700,000, includes several maga- 
zines, 55 stations carrying a half- 
hour transcribed “Columbia Rec- 
ord-Show,” extensive dealer pro- 
motion, counter and window dis- 
plays. 

RCA Victor division of RCA 
Mfg. Company, Camden, N. J., 
through J. Walter Thompson Com- 
pany, New York, for Victor and 
Bluebird records, bases its pro- 
motion on Life color ads, with 
leading artists photographed by 
Yousof Karsh, It also uses mo- 
tion picture magazines, business 
papers and cooperative dealer pro- 
motion, as well as three misses’ 
magazines and the half-hour Sun- 


fresh 


PACKAGING — 
~ FRUITS and . 
VEGETABLES 


or frozen! 


time and — 
_ 
Write 2 Wine 


, Non-Toxic : 
, Hec a ie ;, Flexible at f 
own ‘temperatures. Wash- os 


able—Consumer can re-use bes. 


ee Dept. E 
358 WEST ONTARIO 5ST. 
CHICAGO 10, ILLINOIS 


CONVERTERS —PRINTERS —CELLOPHANE—FOIL—ACETATES—GLASSINE—PLASTICS 


ga? 


Advertising Age, May 20, 1946 


TWO SIZES—This summer display for 

P. Ballantine & Sons’ beer and ale 

comes in two sizes—for window displays 
and for use inside the stores. 


day “RCA Victor Show” 
NBC. 

Capitol, put together in 1942 by 
singer Johnny Mercer, film pro- 
ducer Buddy DeSylva (Paramount 
Pictures) and Glenn E. Wallichs, 
former Hollywood record shop 
owner, first placed its account with 
Foote, Cone & Belding, then with 
BBDO (AA, July 9, ’45). 

The present campaign was in- 
itiated last fall in Esquire, Life, 
Look, Motion Picture, Movieland, 
The New Yorker and Photoplay. 
Newspapers were added later. A 
wide variety of dealer help ma- 
terial, direct mailings and other 
promotion pieces are used. Cap- 
itol’s advertising department pre- 
pares this material. 

Capitol is expected to double its 
present budget next winter. It will 
add a full line of table type phono- 
graphs, 

Vogue Discs Illustrated 


Among the newcomers, at least 


over 


two plan national advertising 
campaigns. One is Sav-Way In- 
dustries, Detroit plastics firm, 


which has begun producing Vogue 
plastic records, each with a four- 
color picture pressed just under 
the surface. They were introduced 
last week by Gimbel’s in New 
York, in large-space ads in most 
New. York newspapers. Vogue re- 
portedly will have a production 
capacity of 100,000 discs daily (AA, 
Oct. 29, ’45). Florez, Phillips & 
Clark, Detroit, will handle the 
Vogue account. 

Sonora Radio & Television Cor- 
poration, Chicago, which first sold 
records in 1942, will launch a na- 
tional campaign for the discs next 
fall. Other drives may be launched 
if and when other radio networks 
and motion picture companies 
enter the field. 

As output of radio-phonographs 
picks up, and several groups of re- 
cording companies manage to buy 
out small competitors, sales and 
advertising of records will increase 
even more. One newcomer, Jef- 
ferson-Travis Corporation, which 
recently bought the Musicraft and 
Guild labels, has an interest in the 
new Hamp-Tone Records, Inc., 
New York organization headed by 
Gladys Hampton, wife of Negro 
bandleader Lionel Hampton. Ma- 
jestic Radio & Television, St. 
Charles, Ill., has begun producing 
records, and will start a campaign 
in Life in June through Foote, 
Cone & Belding, Chicago. Several 
groups are buying up small disc- 
pressing companies on the West 
Coast. 


Donna Lo Names Agency 


Donna Lo Laboratories, Inc., St. 
Louis, has appointed Benson & 
Dall, Chicago, as its agency. 
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oy, off 

Admensx the 

Armed Forces 


Lt. Comdr. 


Stanley Grafton 
ortimer Jr. (Navy) has returned 


Pedler & Ryan, New York, as 
account executive in the drug 
ivision. Lt. John McClean Jr. 


Lt. John M. Greene has joined 
BC’s television sales staff. 

Capt. Charles F. Lowe (Army) 

s joined the radio department of 

in, Wasey & Co., New York. 

Lt. M. Clay Adams has rejoined 

O-Pathe as special representa- 
ive and supervisor of institutional 

d documentary film production 

Los Angeles. 

Comdr. John T. Casey has joined 
vy Lee & T. J. Ross, public re- 
ations organization. 

Norman C. Lipton (AAF) has 

sumed his post at Fawcett Pub- 
ications, New York, as editor of 

od Photography and Photog- 
phy Handbook, both suspended 
uring the war. 

Maj. Theodore Fredenburgh 
(AAF) has joined Export Adver- 
tising Agency, New York, as gen- 
eral manager. 

Capt. Kenneth H. Van Tassel 
has joined the eastern sales staff 
of What's New in Home Eco- 
nomics, New York. 

E. N. Thomas (Army) has 
joined Commercial Solvents Cor- 
poration, New York, as a technical 
writer in the advertising depart- 
ment. 

Capt. John K. Jayne (Navy) has 
returned to the presidency of 
Transit Advertisers, Inc., New 
York. 

Leonard Heyman (Navy) has 
rejoined House Beautiful as ad- 
vertising representative in New 
York. Timothy W. Knipe (Army) 
also has joined the New York ad- 
vertising staff and John C. Mc- 
Intyre (Army) has joined the 
magazine’s Chicago office. 

Maj. William O. Davis (AAF) 
has joined the service staff of 
Walter M. Swertfager Company, 
New York. 

Douglas A. Murray (Army) has 
rejoined the art staff of Harry At- 
kinson, Inc., Chicago agency. 

Comdr. John Kettlewell has re- 
turned as vice-president of Rus- 
sel M. Seeds Company, Chicago. 

John D. Wentz (Army) has re- 
sumed his post as advertising and 
sales promotion manager of Will- 
son Products, Inc., Reading, Pa. 

Capt. Arthur Carter (Army) has 
been named account executive for 
Leighton & Nelson, Schenectady. 

E. Lee Fondren (Army) has re- 
joined Station KLZ, Denver, as 
promotion manager. 

Charles Love (Army) has re- 
turned as manager of the San 
Bernardino, Cal., branch of Sta- 
tion KPRO. 

Kurt R. Thoma (Army) has 
joined Whitten Advertising 
Agency, Boston. 

Arthur F. Brown (AAF) plans 
to form a new Boston advertising 
and public relations agency. 

Lt. Fred K. Cannon (Marine) 
has been named publicity director 
for the Western Merchandise Mart, 
San Francisco. 

Lt. Col. Joseph G. Gavin (Army) 
has returned as head of Small, 


THE PAST IS GONE 
WE FACE TODAY! 


Since 1907 The Sheboygan 
Press has served Sheboygan 


Brewer and Kent, Boston news- 
paper representative. 

Edwin M. Schneeberg (Navy) 
has joined De Perri advertising, 
New York, as head of the copy de- 
partment. 

Edward Dinion (Marine) has 
joined the service staff of Fuller & 
Smith & Ross, New York. 

Frank B. Powers (AAF) has re- 
joined the News-Sentinel, Knox- 
ville, Tenn., and has been pro- 
moted to advertising manager. 
John Crandall (Army) has 
joined Sherman & Marquette, New 
York, in charge of media. 

Marvin Manly (Navy) has re- 


IPAS 4, 


joined Frank Best & Co., New 
York, as production manager. 

Capt. Ralston Lewis (Army) has 
joined Lewis & Gilman, Phila- 
delphia. 

Maj. Alfred L. Plant (Army) 
has joined Federal Advertising 
Agency, New York, as an assistant 
account executive. 

Lt. Mal Hansen (Navy) has been 
appointed director of a new farm 
service department set up by Sta- 
tion WOW, Omaha. 

Jack Hultgren (Army) has re- 
turned to Allen & Reynolds, 
Omaha, as production and traffic 
manager. 


Lt William L. Rindfuss (Navy) 
has joined lLee-Stockman, Inc., 
New York. 

Charles R. Pears (Canadian 
Army) has rejoined Westman 
Publications, Toronto, as assistant 
advertising manager. 

Jack McBride (Black Watch) 
has rejoined Ronalds Advertising 
Agency, Montreal, as account ex- 
ecutive. 

Eugene Wright (Army) and 
Robert G. McNary (Army) have 
rejoined the advertising depart- 
ment of the Journal, Portland, Ore. 

M. M. Elliott (Army) has been 
appointed executive head of Musi- 


87 


craft Records, Inc., sales depart- 
ment, New York. 

Douglas Williams (Army) has 
joined the advertising department 
- \ saa National Bank, New 

ork. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 


Artkraft* . ing Corporation 
900 Kibby St., Lima, "Ohie. U.S.A. 


“Tredemerks Beg. U.S. Pot OFF ' 


from INSIDE the market. 


with forward-looking policies, 
resulting today in a net paid 
concentrated circulation of 
23,197 ABC which is building 
record sales for advertisers. 
This Wisconsin market must 
be sold from here. 


BEST BET’S THE BEELINE. 


Represented by — 


q WARD- oneal? co., 


PORT LOVING Californians (and thousands from other states) trek 
to the Beeline’s high Sierra for fun in snow and sun. This is the land 

of mile high Lake Tahoe and glorious Yosemite . . 
trout catches, ski runs . .. of Summer homes and famed resorts. 
Travel and recreation normally constitute California’s third largest 
industry, and the Beeline is the leading recreation area in the State. 
From this one activity is derived $350,000,000 yearly .. . 
REASON WHY THE BEELINE AREA’S TOTAL ANNUAL INCOME RUNS 
CLOSE TO TWO BILLION DOLLARS! 
Grand for fun but tough on OUTSIDE radio signals are the mountains 
around the Beeline. For effective coverage of California’s central val- 
leys, plus rich Reno and environs, you need radio stations operated 


You can use all five Beeline stations or any combination . . . choose 
best availabilities on each station (low combination rate) without cost 
of lines or clearance problems. Check the facts and you'll agree—YOUR 


Sacramento, California 


. of tall trees, record 


ANOTHER 


ee e Sumner and Winter FUN SEEKERS 
leave the area $350,000,000 richer every year 


Remember these 
5 BEELINE Stations 


. . each a dominant HOME station, powered for a top-notch 
selling job in its own market area. NOT a regional network, 
Beeline stations blanket California’s mountain ringed central 
valleys, plus Reno and wealthy western Nevada. 


KOH 


Reno. National Broadcasting Company. Established 
1928. Primary coverage of 12 counties. KOH, Ne- 
vada’s most powerful station, is the ONLY station 
which can be heard consistently in the Lake Tahoe 
area in Summer. 1,000 watts—630 kilocycles. 


KFBEK KERN 
Sacramento (ABC) Bakersfield (CBS) 
Estab. 1922 Estab, 1932 
KWG KMJ 
Stockton (ABC) Fresno (NBC) 
Estab. 1921 Estab. 1922 


McClatchy Broadcasting Company 


Paul H. Raymer Co., National Representative 
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Trademark Reform Nearer; 
Surplus Property Sales Gain 
Washington, May 16.—Revision 
of federal trademark law to make 
trademarks incontestable after five 
years seemed measurably close 
this week, as the Senate patents 
committee voted to report the Lan- 
ham bill without further hearings. 
Until the committee acted last 
weekend, sponsors feared that the 
trademark reform, passed by the 
House more than a year ago, would 


By STANLEY E. COHEN, Washington Editor. 


share the fate of three preceding 
bills which remained in the Pat- 
ents group until it was too late to 
reach a vote. 

In the past, the committee had 
recognized the fears of “trust- 
busters” who warned that incon- 
testable trademarks might become 
a tool of monopolies. 

By voting to go ahead without 
further discussion, the committee 
recognized that eight years of de- 


provisions of the legislation col- 
lecting and codifying the scattered 
trademark statutes. 
Bg co a 

A full-scale investigation of the 
surplus property disposal setup 
authorized by the House last week 
marks the entry of an 18th Con- 
gressional committee into the po- 
litically hot disposal picture. An- 
swering charges of Sen. Byrd 
that disposal “has bogged down,” 
Lt. Gen. Edmund B. Gregory, head 
of the War Assets Administration, 
reported this week that sales in 
April were $600,000,000, more than 
double January. Disposals are to 
level at a billion a month soon. 

* * Bo 

None were happier to see the 
freight embargo lifted than the 
members of the Car Service di- 


bate had sorted out the dangerous vision of the Association of Ameri- 


can Railroads, ordered by ODT to 
separate the embargoed from the 
non-embargoed. With literally 
thousands of pleas coming in from 
those who felt they were exempt 


—or ought to be—AAR com- 
mented: “War was nothing like 
this.” 


* % % 


Dangers of having a politically 
“hot” top official came home dra- 
matically to the Census Bureau 
and Commerce Department last 
weekend when House Republicans 
came close to erasing the ap- 
propriation for the Census of 
Business and Census of Manufac- 
tures. Intended as a rebuff to 
Secretary Wallace, this move—and 
another leaving the Bureau of 
Foreign and Domestic Commerce 
virtually without funds—had been 
tentatively adopted before Demo- 
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WHEN IT'S ADVERTISED 
IN THE STAR 


Win astute advertisers THE STAR has a repu- 
tation for selling products, service, or ideas that is un- 


equalled by any advertising medium in Washington. And 


it is based on very sound reasons. 


First, THE STAR gives advertisers superior cover- 
age, because it is delivered to more homes in Washington 


—every evening and Sunday morning—than any other 


newspaper—daily or Sunday. 


Second, STAR reader-confidence—built lastingly on 


nearly a century of forthright publishing 


—gives a remarkable added sales 
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stimulus to all kinds of advertis- 
ing in THE STAR. 


CHICAGO ® J. E. LUTZ 


NEW YORK ® DAN A. CARROLL 
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“MEAT 


FOR MARKETERS 


Two-fifths—or more than 130,000—of all dwell- 


ings in the Washington (D.C.) 


owned by their occupants. And over 65,000 home 
owners have already made plans* for such major 
baths, 


roofs, heating systems, air conditioning, painting, 


improvements, as new kitchens, 


redecorating and others. 
*Washington Board of Trade Survey 
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crats carried a split-hair vote re- 
versing the decision. 
* * % 

One surprise of the postwar 
period is the fact that the U. S. is 
using 11% more gasoline now than 
it did a year ago, although there 
are 12% fewer cars on the road. 
Since military and export demands 
have remained unexpectedly high, 
total demand for petroleum prod- 
ucts is only 5% below the war- 
time peak. 

SS * * 

With newsprint manufacturers 
asking OPA to remove ceilings 
from their product, publishers may 
have to decide whether to accept 
another controlled price increase, 
or risk a free market. Before lift- 
ing the ceiling or granting an in- 
crease, OPA would consult pub- 
lishers. It would also estimate 
whether higher newsprint prices 
will divert pulp from containers 
and wrapping paper. 

* a * 

Veterans who are going into 
business apparently are not de- 
{pending on their G. I. Bill rights 
to get the necessary financial back- 
‘ing. In all, only 17,434 business 
loan applications had been ap- 
/proved by the Veterans Admin- 
istration by the end of March, 
1946, yet 200,000 “self employed” 
veterans in 250 different types of 
'vocation were drawing allowances 
under another G. I. Bill provision 
assuring them minimum incomes 
of $100 a month. 

a 


% Ao 


If the building industry falls 
|short of the Wyatt goal of 1,200,- 
'000 housing units for 1946, chances 
‘are that the failure will be in the 
| 250,000 “prefabs.” It is almost cer- 
‘tain that the 250,000 “temporary” 
‘units will be built, and there has 
| been a good start toward 700,000 
jconventional homes. Although 
‘there were 150,000 priority appli- 
cations for prefabs for the first 
half of the year, only half could 
be approved, and probably only a 
| half of these will survive the short- 
age of materials. 


Sunkist Valencia 
Campaign Starts 
in 327 Markets 


Los Angeles, May 16.—Califor- 
nia Fruit Growers Exchange will 
spend more than $1,000,000 be- 
tween May 1 and Nov. 1 in a 
near-record campaign for Valencia 
oranges, according to Russell Z. 
Eller, advertising manager. 

The campaign is intended both 
to support the sale of a heavy 
volume of small size oranges and 
“to develop new and better orange 
customers,” he explained. 

About: 445 daily newspapers in 
327 markets will carry 280-line 
insertions from early May until 
mid-September. There will be a 
total of eight color pages in This 
Week Magazine and The Ameri- 
can Weekly; 21 color pages in 
eight and black-and-white pages 
in four consumer magazines; spot 
and participating radio programs 
in 30 cities; street and bus cards 
in 93 markets, and outdoor painted 
bulletins and painted wall bulle- 
tins in several major markets. 

Foote, Cone & Belding handles 
the account. 


BMB Adds Miller, 


Oliver, Rogers to Board 


Justin Miller, president, National 
Association of Broadcasters; C. 
Burt Oliver, general manager of 
the Hollywood office of Foote, 
Cone & Belding, and Wilmot P. 
Rogers, advertising and promotion 
director of the California Packing 
Corporation, have been named di- 
rectors of the Broadcast Measure- 
ment Bureau with enlargement of 
BMB’s board from 18 to 21 mem- 
bers. 

Mr. Miller represents NAB, Mr. 
Oliver the American Association 
of Advertising Agencies, and Mr. 
Rogers the Association of National 
Advertisers. 
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Federal Agencies 
Push Bill to Aid 
Backward Areas 


(Continued from Page 1) 
further study by a Senate com- 
merce sub-committee. 

The Bailey bill, which was re- 
putedly written in the upper 
strata of the Commerce Depart- 
ment, is officially called the In- 
dustrialization of Underdeveloped 
Areas Act of 1945. If passed, it 
would provide authority and funds 
for the three federal departments 
to sit in with groups and citizens 
from distressed areas to determine 
how a more balanced economy can 
be developed. 


$3,000,000 to Commerce 


For a starter, the act would 
give Commerce Secretary Henry 
Wallace $3,000,000 to cover his 
expenses during the first year and 
each of his colleagues a million. 
After the first year, the depart- 
ments would spend whatever the 
appropriations committees would 
allow. 

The funds are to be used by the 
agencies or transferred to the 
states to encourage and aid the 
expansion of established businesses 
and the development of new pri- 
vate enterprises and industrial em- 
ployment in regions or areas of 
the U. S. 

With these funds the depart- 
ments are to provide technical aid 
and assistance to and consult and 
cooperate with farmers, business 
men, workers, cooperatives, civic 
organizations, clubs and commit- 
tees, community study groups and 
local and state government agen- 
cies. 

They are to prepare and dis- 
tribute technical and economic in- 
formation on opportunities in pri- 
vate enterprise in various indus- 
tries and regions in order to aid 
individuals, business firms, Civic 
organizations and local units of 
government in developing new in- 
dustries best suited to their con- 
ditions, 


Plan Veterans’ Aid 


Moreover, they are to aid fed- 
eral, state, local and private agen- 
cies to train and place veterans in 
new industries, to give advice in 
expanding or new enterprises in 
need of local or other capital, to 
cooperate with public utilities, 
transportation and other enter- 
prises seeking to expand, to serve 
new local enterprises, and to use 
all appropriate means to encour- 
age maximum expansion in pri- 
vate employment and private en- 
terprise. 

The Secretary of Agriculture is 
to encourage proper balance be- 
tween agriculture and industry in 
each region to develop adequate 
marketing and processing facilities 
for present and prospective farm 
products of the areas, encourage 
part time or industrial employ- 
ment for farm people, develop 
supply sources for farm equip- 
ment, encourage modern farm and 
home equipment, and encourage 
full participation of farmers in 
community activities. 

The Secretary of Labor has simi- 
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‘WE DELIVER WHAT WE ADVERTISE" 


lar responsibilities for his charges 
and the Secretary of Commerce 
has a long list of responsibilities, 
many of them concerned with as- 
sembly and publication of factual 
information on prospects in various 
industries and regions and with di- 
rect advisory service to community 
groups and business men. 


Passage Uncertain 


Whether this big planning pro- 
gram—exceeding in scope the 
much discussed full employment 
bill—will become law can hardly 
be hazarded. At the moment it 
seems to have stolen the spotlight 
in its line from the proposal to 
revive the McCarran Committee 
on Decentralization. 

This committee, which revolu- 
tionized Senatorial graphics in Oc- 
tober, 1944, with a multi-dimen- 


sional presentation showing east- 
ern domination of the U. S. econ- 
omy, has been out of business 
since January, 1945, Its sponsor, 
Sen. Pat McCarran, has been seek- 
ing to resume its work but an 
interstate commerce sub-committee 
headed by Sen. Brien McMahon 
if industrialized Connecticut has 
kept the authority bottled in com- 
mittee. 

Commerce Secretary Wallace, in 
endorsing the Bailey bill, opined 
that it provides government aids 
not in the form of doing things 
for the local community but of 
helping it do things for itself. 

While Commerce has provided 
data for individual business men 
by request or compiled funda- 
mental data on a national scale, 


‘it has never previously been di- 


rected by Congress to develop the 


regional economic, information 
needed by state and local planning 
groups in developing programs 
and plans for individual areas, he 
said. 

The bill would enable the fed- 
eral government to integrate the 
data at present compiled by a 
large number of different public 
and private agencies, such as local 
chambers of commerce, land grant 
colleges, state resources and plan- 
ning boards, and state industrial 
and development commissions, as 
well as different federal agencies, 
the secretary explained. 


Ship Line Shifts Account 
American Export Lines, New 
York, has switched its account 
from N. W. Ayer & Son, Inc., to 
the Wendell P. Colton Company, 


89. 


New York. No increase in adver- 
tising has been scheduled, and 
plans are still in the formative 
stage. Newspapers, magazines and 
business papers will be used. 


Grove Cold Tablets, 
Ointment to Jones 


Grove Laboratories, Inc., St. 
Louis, has switched advertising on 
cold tablets and Pazo ointment 
from the Russel M. Seeds Com- 
pany, Chicago, to the Duane Jones 
Company, New York. Of Groves’ 
over-all 1945 newspaper advertis- 
ing budget of “$102,490 (Media 
Records figures), $92,134 went to 
these products. 

The company spent on all prod- 
ucts last year $119,431 in maga- 
zines and $893,314 in radio (Pub- 
lishers Information Bureau fig- 
ures), the bulk of which presum- 
ably was for these products. 
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Nine Sponsors 
Drop Shows in 
‘Curtailment Wave’ 


(Continued from Page 2) 

of 1946 were slightly under last 
year’s for the corresponding period, 
“uncancelable business on the 
books” for January through April 
has increased about 2%. Actual 
billings for the first four-month 
periods during the past three years 
were: 1944—$11,937,340, 1945— 
$14,184,086 and 1946—$14,079,143. 
As for immediate prospects, Mr. 
Thrower said that “business is 
firm’ but “it will be status quo 
for a while.” 

The cancellations—and rumors 
of more to come—naturally have 
spread no happiness in the radio 
industry or among the agencies. 
Network officials refuse outwardly 
in most cases, however, to express 


gloom over the cancellations and 
vow they see no threat of a gen- 
eral or severe retrenchment trend 
in the dropping of these major 
network shows. Some admit pri- 
vately that the “picture is con- 
fused” for the moment, but they 
prefer to believe—and hope—that 
the canceling advertisers will be 
back in the radio fold as soon as 
production difficulties are smoothed 
out. 

The fact is cited, too, that Gen- 
eral Foods, while dropping Dinah 
Shore and “Thin Man,” renewed 
Kate Smith on CBS for 1946-47, 
and that General Mills decided to 
renew “Betty Crocker,” “Hymns 
of All Churches,” “The Lone 
Ranger” and “Jack Armstrong” 
on the ABC network, and “Valiant 
Lady” and “Light of the World” 
on CBS. Doubt had been expressed 
recently as to whether GM would 
continue these six sponsorships. 


New Net Shows Planned 


Meantime, also on the brighter 
side, Ronson Art Metal Works, 
Inc., maker of cigaret lighters, 


and Eversharp-Schick, maker of 
Schick razors and blades, have 
signed for air time. Schick took 
the Monday 10:30-11 p.m., EDT, 
spot on CBS for 13 weeks to pre- 
sent “Tonight on Broadway” fea- 
turing Ted Husing and. Ray 
Block’s orchestra. The agency is 
Biow Company. Ronson bought 
the Mutual sustainer, “Twenty 
Questions,” a quiz show heard 
coast-to-coast Saturdays at 8-8:30 
p.m., EDT, starting July 6. The 
account was placed by Cecil & 
Presbrey. 

A number of summer replace- 
ments or hiatus periods have been 
definitely set since ADVERTISING 
AGE surveyed the four networks 
and agencies handling sponsors’ 
accounts last month (AA, April 
22), but some of the better known 
programs still are to be decided 
on, including P. Lorillard Com- 
pany’s Frank Sinatra show, Col- 
gate-Palmolive-Peet’s Kay Kyser 
musical quiz, and R. J. Reynolds 
Tobacco Company’s Abbott and 
Costello show. 

Lever Bros.’ Bob Hope Pepso- 
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FOUR A'S STAFF—This is the staff of the American Association of Advertising 

Agencies, at a luncheon for its new chairman of the board, Sigurd S. Larmon, 

president of Young & Rubicam. From left to right, Lee M. Rich, Richard Turn- 

bull, Herald Beckjorden, Mr. Larmon, O. Karl Giesen, Mrs. L. W. MacKenzie, 

Charles G. Lindsay, Frederic R. Gamble, president and executive secretary of 
the association, and Richard Scheidker. 


dent show, which winds up its 
season June 11, will be replaced 
by “The Man Called X” starring 
Herbert Marshall on NBC. This 
replacement program last sum- 
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mer climbed to fourth place for 
all programs and ranked as the 
summer’s top dramatic offering. 

Lever’s Bob Burns show, on 
NBC since early in 1943, goes off 
the air next month and may not 
return next fall. 

NBC’s Burns and Allen show 
for General Foods will be replaced 
June 6 by an all-musical “Max- 
well House Coffee Time.” Tying 
in with current Maxwell House 
advertisements featuring paintings 
of the “American Scene,” the show 
will present musical interpreta- 
tions of our national life. 

Standard Brands’ Bergen-Charlie 
McCarthy spot on NBC for Chase 
& Sanborn coffee will be taken 
over June 2 by Alec Templeton, 
assisted by a 34-piece orchestra, 
a girl soloist and a nine-voice 
chorus. 

Benny Goodman’s orchestra, 
plus Victor Borge at the piano, 
takes over July 1 for Socony- 
Vacuum Oil Company’s “Informa- 
tion Please” on NBC. 


Replace ‘This Is My Best’ 


On CBS, Cresta Blanca’s “This 
Is My Best” wine show will be 
replaced June 28 by “Encore 
Theater,” a series dramatizing the 
lives of doctors, and Nelson Eddy’s 
show for the 170 electric com- 
panies will turn over its spot, 
June 16, to a program featuring 
vocalists Robert Shanley and Anne 
Jamison. Wayne King’s orchestra 
will replace the Durante-Moore 
show for United Drug Company 
on June 14, while “The Aldrich 
Family,” a General Foods feature 
Fridays at 8 p.m., EDT, will drop 
back half an hour to 8:30 starting 
July 5 to fill in for “Kate Smith 
Sings.” General Foods’ “Baby 
Snooks” show starring Fanny 
Brice goes on vacation June 9 
| with no replacement. 

At ABC, a “Ford Festival of 
American Music” originating in 
|Hollywood will fill in starting 
June 30 for the “Ford Sunday 
Evening Hour.” 

Alan Young’s ABC show for 
Bristol-Myers Company is being 
replaced July 5 by “Break the 
Bank.” Name of the mystery show 
‘replacing U. S. Steel’s “Theater 
Guild” June 9 still has not been 
announced. 


At Mutual, “The Shadow,” 
|Sponsored by Carey Salt Mfg. 
|Company and the Delaware, 


| Lackawanna & Western Coal Com- 
pany, will begin a hiatus June 2. 
‘A hiatus beginning July 9 is 


‘Inviting Industry 
#9 WEST TEXAS! 


BRIGHTEST SPOT on the post-war 
map for industrial expansion and de- 
centralization, WEST TEXAS, "Raw 
Materials Capital of the World" offers 
low taxes and laws favorable to busi- 
ness; raw materials, cheap fuel and 


power reserves; ample manpower, 
ideal year ‘round working and living 
conditions. 


Investigate West Texas Industrial Ad- 
vantages. Wire or write: 


WEST TEXAS 


| Chamber of Commerce 
Headquarters Office: 
| Dept. A-|, Abilene, Texas 
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Advertising Age, May 20, 1946 
scheduled for “Exploring the Un- 


& Brass, Inc, 


NEWSPAPER VOLUME 
CONTINUES UPWARD 


New York, May 16.—Strikes, 
materials shortages, narrower 
profit margins and other prob- 
lems have not yet changed the 
sharply upward trend in daily 
newspaper advertising linage this 
year, Alfred B. Stanford, sales di- 
rector of the Bureau of Adver- 
tising, told ApverTISING AGE. “I 
know of no large national adver- 
tiser who is currently canceling 
newspaper campaigns,” he said. 
Mr. Stanford pointed out, how- 
ever, that certain advertisers— 
notably in the automotive, beer 
and liquor, building materials, and 
household appliance fields—have 
been forced to defer campaigns 
which had been scheduled to get 
under way this spring. 
In the first quarter of 1946, 
general or national linage in news- 
papers was the largest for any 
quarter since 1937 and retail lin- 
age the largest since 1933. News- 
papers here and in other major 
cities throughout the country are 
still concerned primarily with 
getting enough paper to publish 
all the advertising offered them. 
William H. Mullen, director of 
the Magazine Advertising Bureau, 
said that although a few adver- 
tisers currently are reported to be 
canceling in magazines—some of 
them on account of the coal strike 
and ensuing freight embargo— 
total magazine advertising volume 
probably will continue upward. 
Thus far this year the outdoor 
medium has had a 17% gain in 
national advertising, AA was told. 
Despite some cancellations, enough 
new business is in sight, from au- 
tomotive, gasoline and oil, food 
and other advertisers, it is be- 
lieved, to keep the national out- 
door volume at least at the $45,- 
000,000 level of 1945. 


MAGAZINES OVERCOME 
PRODUCTION PROBLEMS 
New York, May 16.—With the 
exception of Time, Inc., most lead- 
ing publishers reported only minor 
annoyances and difficulties due to 
the coal strike and the attendant 
power and transportation short- 
ages. As an executive of Fawcett 
Publications put it, “our troubles 
were more mental than physical.” 
The greatest problem confront- 
ing publishers is paper. Mills were 
hit by the power shortage and 
the railroads have been late in 
delivering shipments. With low 
inventories, many publishers will 
face a critical situation if paper 
deliveries are late. 

Both Life and Time, which 
dropped 36 and 8 pages, respec- 
tively, last week, will have to 
publish reduced issues this week. 
Life is dropping 51 ads from its 
May 20 issue and Time is drop- 
ping 10 pages. Both magazines 
will make up the loss within the 
next month, however, and neither 
has. reduced print orders, so that 
the guarantees are not affected. 


Late Deliveries 


Several publishers reported late 
deliveries of plates last week, but 
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none were held up to any great 
exient. Liberty, printed by Cuneo 
in Chicago, was a day late with 
its advance copies but distributed 
most of its books on schedule, with 
the exception of several pulps. 
George V. Delacorte, president, 
described Dell’s paper situation as 
“very critical, worse than it was 
during the war.” 

Crowell-Collier and Curtis both 
experienced no great production or 
distribution difficulties. Crowell- 
Collier reported that advertising 
cancellations due to strikes had 
been more than compensated for 
by increased advertising in other 
classifications and a net gain in 
space sales. 

Curtis emphasized that its own 
operations were unaffected by 
strikes but that it was difficult to 
estimate the indirect effects of 
strikes on its advertising. Fred A. 
Healy, vice-president and adver- 
tising director, told AA of one 
letter he had received from an 
advertiser saying that he had post- 
poned his campaign until such 
time as he could see some stability 
in the future, and could be as- 


sured of being able to produce, 
ship and deliver his product. 


Sales Executives 
to Hear Labor 


Relations Report 


Chicago, May 16.—Future labor- 
management policies of sales ex- 
ecutives will constitute one of the 
major points of discussion at the 
annual convention of the National 
Federation of Sales Executives to 
be held May 20-23 at the Stevens 
Hotel here. 

In a report on “Employment 
Standards for Salesmen,” com- 
piled during the past 18 months, 
Paul Heyneman, vice-president of 
the Eloesser Heynemann Company, 
San Francisco, and chairman of 
the reporting committee, will dis- 
close results of national balloting 
on salesmen’s standards. 

The committee has learned that 
the bonus plan is regarded as fair- 
est to salesmen. Also, it learned 
that overtime compensation is pro- 


vided for in only a small fraction 
of all sales forces. More than half 
the sales executives queried by 
the committee declared they as- 
sume the right to change sales- 
men’s compensation. 

Pros and cons of unionization 
of salesmen will be aired at the 
meeting. Actual definition of sales- 
men and their duties also is sched- 
uled for discussion. 

Other speakers for the conven- 
tion will include Paul G. Hoffman, 
president, Studebaker Corpora- 
tion; Brig. Gen. Albert J. Brown- 
ing, vice-president, Ford Motor 
Company; Brig. Gen. Kenneth C. 
Royall, Under Secretary of War, 
and William Rados, president of 
the National Society of Sales 
Training Executives. 

More than 1,500 delegates are 
expected. George S. Jones Jr., 
vice-president, Servel, Inc., is 
president of the federation. 


Ladish Names Standen 


C. R. Standen has been named 
head of advertising of Ladish Drop 


Forge Company, Cudahy, Wis. 
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Kebel, Bean Get Ad, 
Sales Posts at Ethyl 


Harry G. Kebel has been ap- 
pointed advertising manager, and 
Henry S. Bean, sales promotion 


Henry Bean 


Harry Kebel 


manager of Ethyl Specialties Cor- 
poration, New York, formed by 
Ethyl Corporation to market the 
new Ethyl cleaner (AA, April 8). ° 

Mr. Kebel has been director of 
advertising and research of 
Thomas J. Lipton, Inc., for the 
past five years, and previously was 
in the advertising department of 
Standard Brands. Mr. Bean was 
formerly in the merchandising and 
supervision departments of Lever 
Bros. Company. 


ECAUSE 


NO TWO POSTERS are created under 


precisely the same conditions, it would be utterly impossible 


for us or anyone, to outline exactly how a poster comes into 


being. 4 But it is a fair conjecture that before the poster 


gets to the artist, it 1s loaded, or, should we say charged (?) with very definite 


sales purposes by its creators. That seems like a very sound idea unless, like 


an extra heavy charge of gas in a soda bottle, it proves to be an explosive 


that dissipates the strength and simplicity of the idea. § On the other hand, 


if it proves to have a sort of welding quality that helps the artist to fuse 


the strength and simplicity into an exciting force, you are on the way to 


a poster that does something extra. § And if, either by chance or intent, 


the artist should contrive to pour into it the fire of beauty that stimulates 


remembrance—you've got a prixe poster that deserves faithful reproduction. 


That 1s the point where the McCandlish Lithograph Corporation, with its 


skilled craftsmen and master facilities can be confidently invited in, for 


McCandlish makes faithful reproduction of the artist's work an unfailing fact. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS &% ADVERTISING DISPLAYS 
ROBERTS AVENUE @& STOKLEY STREET « PHILADELPHIA 
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Market Research 
Nears New Era, 


Elder Tells AMA 


(Continued from Page 1) 


seen will surely come, Mr. Elder 
said, adding that along with it 
will come a new brand of cus- 
tomers, “less gullible, less easily 
less responsive to the 
brute force of lavish outlays of 


dazzled, 


advertising money. 


‘Slugged the Market’ 


the needs, desires and mental 
processes of consumers. Adver- 
tising too frequently was not 
adapted to their psychological re- 
actions. 

“Today, realizing that we have 
a bigger distribution job ahead of 
us than ever before, management 
is rapidly coming to realize the 
need for diligence in reducing the 
friction in distribution, in finding 
the paths of least resistance in 
serving its customers. That is why 
I believe market research is on 
the threshold of an era in which 
it will be one of the major man- 
agement functions.” 

Before this happy day can ar- 
rive generally, Mr. Elder warned, 
‘management must develop the 
ability to visualize the marketing 


“Back in the ’20s, management |researcher’s part in setting gen- 


pretty. generally turned to the use 
of brute force, slugging the mar- 
ket with aggressive salesmanship 
and extravagant advertising out- 
lays. Even in those days it worked 
only moderately well. .. Products, 
packages and price lines were all 
too often not geared to mesh with 


eral policy, and marketing re- 
searchers must adapt their think- 
ing to the management level. 
However, ‘We shall never see the 
day when all we have to do is to 
drop a problem in the market re- 
search hopper, turn a crank, and 
take out a card with the correct 


answer printed on it.” 

“Modern management must in- 
crease the precision of its deci- 
sions; it must rely more on judg- 
ments made in the light of ade- 
quate facts, or it will find itself 
out-maneuvered by competition,” 
he said. At the same time, re- 
searchers must avoid “surrounding 
themselves with a lot of statistical 
mumbo-jumbo, and with awe-in- 
spiring bulky and complicated re- 
ports.” 

If a company is to secure the 
greatest possible value from mar- 
keting research, Mr. Elder said, 
there must be effective contact be- 
tween the individual in charge and 
top management, and the depart- 
ment’s function must not be lim- 
ited to making specific surveys at 
the request of executives. It 
should, instead, be responsible for 
periodic checks on consumer re- 


actions to products, packages, 
pricing, advertising and_ sales 
methods, in order to anticipate 


problems before they get to the 
critical state. 
Reporting on a survey of mar- 


keting research activities of man- 
ufacturers, made in conjunction 
with the NAM, William W. Heus- 
ner, Pabst Sales Company, Chi- 
cago, revealed that returns from 
about 5,000 member companies of 
NAM show 11.5% with organized 
marketing research companies, 
and an additional 27% performing 
one or more marketing research 
functions under the supervision of 
line executives of the company. 


Expenditures Are Small 


However, 62% of the respond- 
ents said they did no marketing 
research, and the average expen- 
diture for marketing research of 
291 companies reporting expense 
data was only one-third of 1% 
of net sales. The largest figure re- 
ported was 1.7% of net sales; the 
smallest .0004%. 

The average number of mar- 
keting research employes for 515 
companies which have organized 
departments is 3.8, Mr. Heusner 
reported, many having only one 
person, and the largest depart- 
ment having 112. Where organized 


KDKA 


News Schedule 


WEEKDAYS 


5:30 Early News 
6:00 Farm Hour News 
7:00 News Reports 


A.M. 


7:30 Headlines 


8:00 Esso Reporter 

8:30 Morning Summary 
Noon !2:00 Esso & Chas. Earley 
P.M. 1:00 Ed Schaughency 
200 Esso & Chas. Earley 
:45 Lowell Thomas* 
7:15 NBC World News* 
11:00 Esso & Paul Shannon 
12:00 Midnite Roundup 
12 


6 
6 


A.M. 355 Summary 
SUNDAY 
A.M. = 8:00 Morning News 


9:00 NBC News 
10:55 Esso Reporter 
Noon !2:00 Carlton Ide 


P.M. 3:00 World News Parade 
6:45 Ed Schaughency 
11:00 Headlines & -Back- 
ground 
A.M, 12:55 Summary 


*Except Saturday 


SPECIAL NEWS FEATURES 
News of returning troop ships 
11:30-12 P.M.—Weekdays 


Personalities in the News 
10:45 P.M.—Friday 


Youth Looks at the News 


9:15 A.M.—Saturday 
National Farm & Home Hour 
1:30 P.M.—Saturday 


John W. Vandercook 


5:30 P.M.—Saturday 


Main Street Editor 


6:45 P.M.—Saturday 


Hunting & Fishing News 


7:30 P.M.—Saturday 


Religion in the News 


8:30 A.M.—Sunday 


National Hour 


4:00 P.M.—Sunday 


London Column 


11:45 P.M.—Sunday 


Sports News: Bill Sutherland 
6:30 P.M.—Fri. & Sat. 


Bill Stern 


10:30 P.M.—Friday 
Johnny Boyer 
11:15 P.M.—Weekdays 


FM Newscasts—3 P.M.—6 P.M. 
6:45 P.M.—8:55 P.M.—Weekdays 


All Programs Interrupted 
for Important Bulletins 


ITTSBURG 
) 50,000 WATT 


for news- 


world events and 


message.. put it 


KEX e KYW 


Pittsburgh 


hungry 


local doings! 


on KDKA! 


WESTINGHOUSE RADIO STATIONS Inc 


wowo -« 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. 


e WBZ e WBZA e« 


RAYMER 


“FULL-COURSE” COVERAGE 


In the busy counties surrounding Pittsburgh.. listeners looking for 
news stay tuned to KDKA, Pittsburgh’s only medium with all four 


news services. Associated Press, United Press, International News 


Service, and NBC help keep KDKA’s newsroom up-to-the-second on 


Yet this full mews schedule is only one example of the program- 
policy that makes Pittsburgh’s oldest station its most popular. To 


make certain of an attentive audience for your Pittsburgh sales- 


KDKA 


co. 
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departments are in operation, 33% 
report to the president, general 
manager, board of directors or 
other top management; 31.3% re- 
port to an executive on the vice- 
presidential level, and 12% report 
to a committee made up of the 
chief executive or his assistants. 
Only 30% report to sales man- 
agers, advertising managers or 
similar executives. 

Consumer goods companies gen- 
erally tend to become more in- 
terested in marketing research ac- 
tivities than industrial companies, 
although the difference is not 
startling, Mr. Heusner said, add- 
ing, ‘““‘We might generalize by say- 
ing that until companies attain a 
sales volume of $2,500,000 or more, 
there are no marketing research 
departments, with few excep- 
tions.” 


Form Company Policies 


About one-half of the companies 
reported that their marketing re- 
search director is directly instru- 
mental in the formation of com- 
pany policy. 

Tremendous growth in the mar- 
keting research field is indicated 
by Mr. Heusner’s report that 80% 
of the companies with existing de- 
partments plan to increase their 
budgets and expand their scope, 
while 38% of those which have no 
department but do research under 
the supervision of a line officer 
plan to organize a department, 
and 7% of those which do no 
research are planning to start such 
activity. 

At the same session, G. Clark 
Thompson, National Industrial 
Conference Board, revealed that 
his organization will publish the 
results of a study of the organiza- 
tion and operation of marketing 
research departments, late in 
June. Mr. Thompson said his in- 
vestigations have convinced him 
that such a department should be 
set up so that it is attached to top 
administration, and that the weak- 
est link in the usual marketing 
research setup is its inability to 
follow through to the point where 
its findings and recommendations 
are acted upon. 


RCA Appoints May, 
Sparks and Tuttle 


Stacy May, formerly assistant to 
the president and economist of the 
McGraw - Hill Publishing Com- 
pany, has been appointed director 
of economics and research of the 
international division of Radio 
Corporation of America, Camden, 
N. J. Sidney Sparks has been 
elected vice-president and traffic 
manager of RCA Communications, 
Inc., and Arthur Brewster Tuttle 
has been named treasurer of RCA. 

Mr. Sparks joined RCA Com- 
munications as traffic manager 
last September after serving for 
almost two years as officer in 
charge of the War Department 
Signal Center, Washington. Mr. 
Tuttle has been with the company 
for 25 years, and since December, 
1940, has been vice-president and 
treasurer of RCA Communica- 
tions. 


SS @ Set entirely with FOTOTYPE, thes 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical .. . any office girl can be your 
compositor. 

Wnite TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types new available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 
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Newsstand Slump 
Hits All Classes 
of Magazines 


(Continued from Page 1) 


tors about the poor displays of 
their titles (AA, Feb. 25). 


Try Saturation Tests 


The leading magazines have not, 
in general, reached the saturation 
point, according to distributors 
and publishers, but many are be- 
ginning to experience a_ higher 
rate of returns even while total 
circulation continues to climb. 
Saturation tests are being con- 
ducted by both Reader’s Digest 
and Coronet—each of which spent 
more than $1,000,000 on promotion 
last year—with frequent ‘“‘satura- 
tion wars” reported from some 
cities where the two publications 
vie with each other in loading up 
the stands. In some instances, re- 
turns of from 20% to 30% have 
been reported. 

At the other end of the scale, 
the comics have been the hardest 
hit. A flood of new titles, totaling 
approximately 190-in a _ recent 
estimate, has combined with an 
estimated drop in circulation from 
35,000,000 in February to perhaps 
27,000,000 in March. 


Return Unopened Bundles 


The digest magazines have ex- 
perienced the slump almost as 
much as the comics. Less hardy 
titles are being returned to whole- 
salers in unopened bundles in 
some cities. New titles continue 
to appear and disappear, com- 
plicating the picture for existing 
books. In those markets where 
Reader’s Digest or Coronet over- 


x HEART OF EASTERN NORTH CAROLINA 
BRIGHT LEAF TOBACCO BELT 


In case you didn't know! 


SOON 
5,000 WATTS 


This Washington, in the heart of Eastern 
North Carolina, is the home town of WRRF! 
Also perhaps you didn't.know that Eastern 
North Carolina Bright Leaf Tobacco farmers 
sold their 1945 crop for over $175,000,000. 


We want you to know... that WRRF 
serves this market completely ...a market 
of over 600,000 population... with 6,188 


retail stores that do over $100,000,000 an- 
nual sales volume. 


You should know ... that 67,144 radio 
homes depend primarily on WRRF for their 
favorite national and local programs. 


Then you will know that WRRF is the only 
“buy"’ to cover Eastern North Carolina... 
WRRF will sell your product in one of Amer- 
ica's richest agricultural belts... So remem- 
ber WRRF... This Washington in North 
Carolina — and this ‘‘as good as gold"... 
market. 


TAR HEEL BROADCASTING SYSTEM, INC. 
WE RADIATE REAL FRIENDSHIP’ 
APPUIATED WITH THE AMERICAN BROADCASTING COMPANY — 
_ -FORJOE & COMPANY © Nationa! Representative — 
NEW YORK CHICAGO PHILADELPHIA 


WASHINGTON NORTH CAROLINA 


HOME OF WRRF" 


load the stands, the other digest- 


size as well as other classes of 


magazines are crowded for space. 

Life, according to Time, Inc., 
sources, continues to be “hope- 
lessly sold out,” with no indica- 
tion of a ceiling. So, too, are the 
women’s service magazines. Other 
leaders are moving more slowly as 
increased supplies reach the 
stands. 

But confession and detective 
Magazines are also feeling the 
squeeze, with percentage of re- 
turns varying in some cases from 
6% to 20%. 

Pocket-size books are engaged 
in a furious battle to retain news- 
stand space, with Pocket Books 
and Bantam having a slight edge 
in distribution over Avon, Dell 
and Penguin. 

In all categories, increased pro- 
duction and distribution costs are 
reducing the margin of profit, and 
publishing circles expect increas- 
ing emphasis to be placed on costs 
within the coming months. With 
profits reduced, publishers point 
out that they cannot absorb 
heavily increased newsstand re- 


turns, or even the rate regarded 
as normal before the war. 


Heavy Promotion Needed 


According to one distributor in- 
terviewed by AA, “The next 60 
days will tell the story as to 
whether some of the weaker titles 
will survive the postwar period. 
It will also tell how the news- 
stand situation is going to stabilize 
itself, and whether we’ll continue 
on the gravy train. New titles are 
going to require heavily increased 
promotion.” 

A joint committee of publishers 
and distributors, headed by Frank 
Glenn, of SM News Company, is 
now at work attempting to get 
increased distribution of maga- 
zines through supermarkets. In- 
dustry sources said that inde- 
pendent supermarkets seemed 


cause of the high profit and fast 
turnover promised, but that diffi- 
culties are being encountered with 
the chains. 

Chain store managements are 
said to feel that centralized con- 


trol of purchasing and distribu- 


eager to install newsstands be- 


Th 


tion of any products handled by 
their stores is essential, whereas 
the newsstand distribution system 
operates regionally through whole- 
salers and distributors, with close 
local control and supervision of 
stocks. 


More Surveys Seen 


Publishers and distributors, in 
addition to cost analyses, are ex- 
pected to concentrate on,the de- 
velopment and expansion of 
studies of magazine readership and 
distribution. There are some in- 
dications that reading may de- 
cline somewhat from its war- 
time peak among women, and that 
women’s magazines reaching the 
lower income groups may expe- 
rience their first serious circula- 
tion difficulties since the war. The 
extent to which magazine reading 
in the service has influenced the 
postwar market for magazines 
among men is still undetermined, 
industry sources point out, but 
indications are that the market 
has been greatly increased. 

All distributors agree that the 
wartime “honeymoon,” when mag- 
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azines were in short supply and 
the stands took what they could 
get, is over and that the period 
of intensive merchandising has 
begun. And all agree that a full- 
scale battle of the newsstands is 
in the making for this fall. 


Holmes Rejoins Acme 


Palmer W. Holmes, recently re- 
leased from the Army, has re- 
turned to Acme Steel Company, 
Chicago, as manager of the public 
relations department. 


‘Maytair’ Names Sweeney 
Mayfair, New York, fashion 
magazine, has appointed John M. 
Sweeney Company, Boston pub- 
lisher representative, as New Eng- 
land advertising representative. 
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ST. JOSEPH NEWS-PRESS 
+ St. Joscph Gazette 


| hypnotize 


waned! 


packing ’em 


history. 


Along the Delaware 
as along the Nile 

It Takes a Combination 
To Make History 


the cape of the Nile, G. J. 


" Cdesar_ was there, giving the young queen ~ 
lessons in royal behavior. And from Shake- 
speare to Shaw, portrayals of the great 
romance have clicked with critics and cus- 
tomers alike. 


Their appeal has never 


Even today, another terrific two- 
some, Claude Rains and Vivien Leigh, are 


in in England with a Techni- 


color film version of the match that made 


And down along the Delaware, another 


Titustration courtesy 
of United Artists 


combination-—The Record and One Other— 
is making history—sales history. 
multi-billion dollar Philadelphia market, 


In the 


one newspaper out of three is always essen- 
tial to any combination aimed at complete 


advertising coverage. 


How people think 


determines what they read—and what they 
read determines what they buy. Philadel- 
phia liberals read The Record. Philadelphia 
traditionalists read one, or both, of the city’s 
two conservative papers. That’s why “It Takes 


The Record—and One Other” 


to cover 


America’s Third Largest Market. 


PHILADELPHIA RECORD 


QUARTER MILLION DAILY « HALF MILLION SUNDAY 
Represented Nationally by George A. McDevitt Co.—New York. Chicago, Philadelphia, Detroit, Cleveland 
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No. 4 in the “ Men of Adventure” series 


ADVENTURER IN ANONYMITY 


Behind every front-paged adventure of American industry is 
the man behind the door marked ‘‘President.’’ While the 
balls-ot-fire capture the public imagination and become the 
symbols of daring industrial progress, anonymous men in the 
Board Room quietly advance the business frontier. 

One of these is Charles S. Davis.* 

In his highly capable administration of the Borg-Warner 
Corp., FORTUNE has uncovered a story of rut-resisting enter- 
prise; of improvement upon improvement in automotive prod- 
ucts, aircraft parts, farm implements, and a long list of etcetera. 

Today Charles Davis—and thousands of others known 
more by title than by massed accomplishments—are leading 
*See “Borg-Warner,” p. 129, FORTUNE, June, 1946 


the greatest adventure American industry has ever begun. It’s 
on their say-so that plants are expanded, methods bettered, 
standards raised; it’s because they have given the go-ahead that 
America will, sooner than later, reach its productive potential 
and a civilized prosperity. 

These anonymous Men of Adventure are doing more than 
just a good job in their day-by-day progress; together, their 
cumulative triumphs are vital to the success of the American 
Adventure. And FORTUNE alone—its Special Reporter— 
presents for its readers the story of these men and women in 
and behind the headlines; and for its advertisers FORTUNE 
gives the full support of the most distinguished editorial and 
advertising pages in U. S. business history. 
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Edvertising Age, May 20, 1946 


PHOTOGRAPHIC 


JUDGES AT WORK—One segment of the group of 44 judges who picked win- 

ners in the Chicago Federated Advertising Club copy competition get a closeup 
Bof some of the kodachrome slides used in the judging. Left to right, David 
SZipprodt, CFAC president; Art Thaler, Schwimmer & Scott; James A. Barnett, 
BPepsodent; John H. Willmarth, Earle Ludgin & Co.; Fairfax Cone, Foote, Cone 
& Belding. Seated is Dan Smith, Poole Bros. (Story on Page 14.) 


WILLIAMS TAKES PRIZE—A plaque for the prize-winning display at the recent 
B National Oil Heat exposition in Philadelphia was given to Williams Oil-O- 
Matic, Bloomington, Ill., by Fueloil & Oil Heat, New York. Left to right are 
E. F. Davison, Williams sales manager; A. G. Winkler, ad manager of the 
publication; Graham Rohrer, ad manager, Baldwin-Hill, Trenton, N. J., a judge; 
BD. C. Miner, ad manager, E. F. Houghton & Co., Philadelphia, and president, 
B Eastern Industrial Advertisers, who headed ‘the judges; Jack Read, ad manager 
Bof Williams Oil-O-Matic, and — Westinghouse Electric Corp., 
a judge. 
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RUSSELL PATTERSON 


PF \NGMAy, 
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‘ b 
the on sheets, printed tobiecteths, cotton tabrics 
by-the-yerd ond in sperteweor, werk clothing, _ 
shirts, pojomes, dresses, children’s weer, reinweer. 


al pie ® eit 
VARIATIONS—These half pages, appearing in magazines for the Springs Cot- 
ton Mills, Lancaster, S. C., show two artists’ handling of modernization of the 
company's trademark. Russell Patterson's, right, and Rockwell Kent's, left, are 
two of the series, which includes the work of George Petty, James Montgomery 


Flagg, Clayton Knight and Arthur William Brown. 
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Hart Schaffner & Marx Clothes 


FOR RETURNEES—Hart Schaffner & Marx is appealing particularly to returned 
servicemen in its current national magazine campaign. This is one of a series of 
12 full-color bleed pages. (Story on Page 7.) 


BIGGEST—Alfred D. McKelvy Co.'s 

Father's Day promotion for Seaforth 

toiletries, which tops all previous efforts 

on behalf of the man of the house, in- 

cludes this magazine page in color. 

Morse International, New York, handles 
the account. 


2 : | _ © i» 


VETERAN HONORED—Roy S. Kellogg, center, manager of the Los Angeles 

Advertising Club for the past 10 years, receives the first honorary membership 

from officers of the newly organized Pasadena Advertising Club. Left to right 

are Dana H. Crum Jr., treasurer; Berenice Matthews, vice-president; Mr. Kel- 
logg; Douglas McMann, president, and Kate Morrow, secretary. 
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AWIL\ EYE H-EAR RED*TOP BEE-R | 


RED TOP Zeer 


MERCHANDISER—Self-service is the 
feature of this new store display, de- 
signed by Milprint, Milwaukee, for 


Verifine Dairy Products Co., Sheboy- 

gan, Wis. Panel illustrations in color 

remind housewives of the many uses for 
Verifine evaporated milk. 


PICTURE STORY—The rebus is put to work again in current advertising of Red 

Top Brewing Co., Cincinnati, which includes outdoor posters and newspaper 

copy. The brewer's slogan, "All | hear is Red Top beer," is featured throughout 
the series. Joseph Advertising Agency, Cincinnati, handles the account. 


CENTRAL COUNCIL OF FOUR A'S MEETS IN CHICAGO—Central Council matters were discussed at a meeting April 24 
by these agency executive members of the Four A's group who met at the Tavern Club, Chicago. Left to right: M. Lewis 
Goodkind, Goodkind, Joice & Morgan, secretary-treasurer of the council; Sidney A. Wells, McCann-Erickson; Ros Metzger, 
Ruthrauff & Ryan; Charles Lindsay, Four A's headquarters, New York; Arthur R. Mogge, Arthur R. Mogge, Inc., chairman, 
Central Council; Fairfax M. Cone, Foote, Cone & Belding; Henry G. Little, Campbell-Ewald; Ward Weist, J. Walter 
Thompson; Robert B. Barton, BBDO, vice-chairman of the Central Council, and A. W. Seiler, Cramer-Krasselt Co., 
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() 7, 
that, effective July 7, 1946, it will 


again be distributed in the Atlanta territory 
by THE ATLANTA JOURNAL 


“aa caheds Too e - 


{ oe WEEK MAGAZINE is proud to welcome to its family of 
distinguished newspapers The Atlanta Journal—the news- 


paper that ‘‘covers Dixie like the dew.’’ That means our ad- 


vertisers can soon count on reaching 250,408* homes in the 
Atlanta market... and 7,675,947* homes 


in the 23 key markets that ring up the BES 
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lion’s share of America’s sales. 


*Sept. 1945 ABC Figures 


The Atlanta Journal The Memphis Commercial Appeal 
The Baltimore Sunday Sun The Milwaukee Journal 
The Birmingham News Minneapolis Sunday Tribunet 
The Boston Herald New York Herald Tribune 
The Chicago Daily News The Philadelphia Evening Bulletin Ly 
The Cincinnati Enquirer The Pittsburgh Press — re i 
Cleveland Plain Dealer Portland Oregon Journal ite 
The Dallas Morning News St. Louis Globe-Democrat 
Des Moines Sunday Register; San Francisco Chronicle 
The Detroit News The Spokane Spokesman-Review 
The Indianapolis Star The Washington Sunday Star 
Los Angeles Times Bg GoW 
tStarting September 8, 1946 : P : - 2 | He Hi . - | | i : 
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Jor the BiG CITIES... BEST DEALERS ... BIGGEST SALES 
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